PERFUMER 
PUB. CO. 
NEW YORK 


% 


WSL Bs ite 


See also page 9 


7 IPRARY 
teteun 


Ju 2 1 4,934 


Cb J thodemnt. « i. icultusp 


MARCH 
NINETEEN 
THIRTY-FOOR 





SWITZERLAND 


JASMIN 231 


A most faithful reproduction of the 
natural Jasmin note. Very moder- 
ate in price, it should not discolor 
with age and is recommended for 
creams particularly and other 


beauty preparations. 


Sole U. S. Agents 


13-15 WEST 20th STREET ‘ ° . : ; NEW YORK, N. Y. 





a a 


Ne ee ee 


Contributing Editors 





DR. CLEMENS KLEBER 
Clifton, N. J. 
ESSENTIAL OILS 





DR. HARVEY A. SEIL 
New York 
SYNTHETICS 


PROF. CURT P. WIMMER 
Columbia University 
New York 
TOILET PREPARATIONS 





DR. EDGAR G. THOMSSEN 
Winona, Minn. 
SOAPS 


BERNARD H. SMITH 
Brooklyn, N. Y. 
FLAVORING EXTRACTS 


HOWARD S. NEIMAN 
New York 
PATENTS, TRADEMARKS 
AND COPYRIGHTS 


LEROY FAIRMAN 
New York 
MERCHANDISING 


DANIEL B. HASSINGER 
New York 
PACKAGING 


Published Monthly by 
PERFUMER PUBLISHING CO. 


432 Fourth Ave., New York 


Telephone 
BOgardus 4—4416 
Cables: AMPERFUMER 
Codes: ABC, 5th Edition 





LOUIS SPENCER LEVY 
President and Treasurer 


Washington Bureau: 
Cc. W. B. Hurd 
715 Albee Building 





SUBSCRIPTION RATES 


The United States $3.00 a Year 
Single Copies 30 Cents 


All Foreign Countries and 
U. S. Possessions $4.00 a Year 
Single Copies 40 Cents 





& Essential Oil Review 


CONTENTS 


MARCH, 1934 


N.R.A. Conferences Overshadow Codes, by C. W. B. 


POE eer re Cree ee ee 1 
Slight Prospect for New Drug Law............... 3 
New Products and FPacaaee. «<2... case cecess- + 
Beauty Cases That Go Places, by Jill Jessee........ 6 
Cosmetic Follies Discovered at Toilet Goods Counter 9 
Packaging Exposition in New York............-.. 10 
Compan. Taee Wee Mwaes «occ sc cccccccsceses 12 
Making Advertising Censor Proof, by Leroy Fairman 13 
Planning for F. E. M. A. Convention............. 15 
EDITORIALS 
A Successful Packaging Exposition......... 16 
Food and Drug Revision Delayed........... 16 
Many Raw Materials Still Bargains......... 16 
The N.R.A. and “Business Records’”’........ 17 
OTT TT TTT Tee 17 
re EE fF PUTT ET TET CCT 17 
How Face Powder is Made, by H. Stanley Redgrove 18 
Package Machinery Group Meets................ 20 
Constitution of Jasmone, (Two Views Presented).. 21 
Desiderata, by Maison G. de Navarre............. 23 
Thirteen Hundred at Drug Dinner.............. 24 
Prams fee A. BA. T. As MON. ccc cccasvcosccseces 24 
Se Sa Fcc c abies nivernad eared Reger 25 
ee He I ics hae se kee bcs eed 36 
New Equipment and Installations................ 37 
Circulars, Price Lists, Etc. ........ ite mattiaciah 37 
Ree BNO ac axirarata: dard Gieiacnin-& 00 e1g.0n, earn ermeaees 39 
| NTT CTT CUT UT TREO CECT Te 40 
Ca. Bee Oe PD iieecdcicesascnvasens 41 
Patent and Trade Mark Department............ 43 
Bourjois Counterfeiters Convicted ............... 45 


PRICES CURRENT AND NEW YORK MARKET 


PE bo Sh eaOCee a SADE 2heeCa RO EN 46 
SOAP INDUSTRY SECTION 

Senp Teestryp eo NEG... wc ccc cc ceccccss 49 

Trade in Soap Preparations............... 49 

Rancidity of Toilet Soaps, by Paul I. Smith.. 50 

Market Report on Soap Materials.......... 25 


. Te 
American Perfumer 


and Essential Dil Review 


Trade Mark Registered U. S. Patent Office 


VOL. XXIX 


Copyright 1934—Perfumer Publishing Co. 


March, 1934 





















Ae British International 


—— (Harmsworth) Trophy 





‘ _ = 


EEE ~~ 


The Harmsworth Trophy is the oldest power boat award in 
existence. It was presented to the Royal Motor Yacht 
Club in 1903 by the late Lord Northcliffe, then Sir Alfred } 
Harmsworth. The cost of this trophy, £1000, represents 
only a minute part of the millions that have been spent 
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N.R. A. Conferences Overshadow Codes 


Definite Action on Cosmetic Draft Delayed by 
General Protest and Criticism Meeting 


by C. W. B. Hurd 


\\ J ASHINGTON, March 12.—Individual codes 
and the thousand and one problems involved 
in them have almost been lost sight of during 

the past fortnight while industrial representatives, code 

authorities and officials of the National Recovery Admin- 
istration argued, often heatedly, the broad problems in- 
volved in the “New 

Deal” for industry. 

Probably the 
most important re- 
sult of these highly 
important meet - 
ings, in which 
4,000 representa- 
tives of code au- 
thorities met fol- 
lowing a period de- 
voted to the recep- 
tion of all manner 
of complaints, was 
the repeated giving 
of assurances by 
speakers ranging 
from the President 
downward that the 
Government has no 
desire to coerce in- 
dustry. 

It is recognized 
among observers 
that the word 
“coerce” may be used with different meanings. Some 
informed persons saw in the President’s “challenge”— 
his own word—to industry to reduce hours and to in- 
crease wages, coupled with a plea for public support, a 
possible type of coercion. 

This was followed by recommendations by officials 
that hours be decreased by 10 per cent and wages be 
increased by 10 per cent in order to spread employment. 

But it is notable that the President has let it be known 
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that he will not issue an executive order directing such 
changes. And it is not probable that the N. R. A. under 
the administration of General Hugh S. Johnson, will 
attempt to issue any blanket regulation for business in 
this regard. That is possible, of course, under the law; 
but the Administration and the N. R. A. alike have 
been bending every 
effort, as was re- 
ported in. these 
despatches last 
month, to give in- 
dustry, now fairly 
well organized, a 
chance to “work 
out its own salva- 
tion.” 

Reports printed 
in newspapers re- 
cently indicating 
the possibility of 
legislation to force 
industry to shorten 
hours and to in- 
crease wage scales 
should be taken, in 
view of the best in- 
formed opinion, at 
something less than 
face value. 

The reason 
ascribed is the fact 
that President Roosevelt is not likely to ask Congress to 
take such a drastic step without far more information 
than has been gathered, and because of the Administra- 
tion’s recognition that each industry constitues an in- 
dividual problem. 

Some industries, perhaps including the toilet goods in- 
dustry as a whole, might be able to undertake to “put 
humanity ahead of profits,” as the President requested, 
because of a fortunate business situation; others cannot. 
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And despite gibes frequently poked at the President’s 
“brain trust,” it can be truly stated that the President 
takes his advice on business procedure from solid enough 
sources to preclude the issuance of any order or recom- 
mendation that would wreck an industry at the crucial 
moment when billions of dollars are being expended by 
the Federal Government in an effort to give the final 
spur to recovery. 

Of more immediate interest, it is not yet possible to 
report the signing of the code for the toilet goods in- 
dustry, which still awaits approval by the President. 
This is reported due, however, to his inability to go over 
the code as yet with N. R. A. officials rather than to 
any hitch that may have developed. 


Whiteside May be Advanced 


Incidentally, it might be remarked that A. D. White- 
side, Deputy Administrator of the N. R. A. in charge 
of this and related codes, has been mentioned frequently 
in Capitol gossip lately as a very possible successor to 
General Johnson when the latter is able to fulfill his 
long-standing desire to retire from his place at the head 
of the N. R. A. Mr. Whiteside has received almost uni- 
versal commendation from business leaders for his calm 
and impartial attitude in handling the codes under his 
jurisdiction. 

Another of the ““Whiteside codes,” the Code of Fair 
Competition for the Beauty Shop Trades, was the sub- 
ject of a crowded day of hearings on February 20. The 
hearings, morning and afternoon, were attended by 
about 150 delegates, half of whom were women. 

Mr. Whiteside opened this hearing personally with a 
straight warning to the delegates that “price fixing 
must be forgotten as a part of the present argument.” 
He then told the delegates it would be difficult if not 
impossible to arrange an equitable price level for an in- 
dustry divided into so many small units, adding that the 
beauty shop trade had suffered under the depression 
much less than other “service” trades. 

He said that it might be possible at some future date 
to establish fair price levels for different classifications, 
as, for instance, according to the size of cities or the 
type of services rendered, but this was not feasible at 
the present time. 


Beauty Shop Code Presented 


The code was presented by Miss Edna L. Emme, secre- 
tary of the National Hairdressers and Cosmetologists 
Association. She spoke for 27,500 members of the or- 
ganization, adding that 139,000 employers and em- 
ployees of beauty shops were represented at an open 
hearing on the code in New York City. She proposed 
the following amendments to the code: 

1. That the Code Authority be elected by the in- 
dustry rather than appointed by the Administrator, con- 
sisting of four members to represent the association, two 
to be elected by the American Cosmeticians and one to 
be elected by the Association of Beauty Parlor Con- 
cessionaires. 

2. That all free service, either direct or indirect, be 
prohibited. 

3. That Sundays and holidays be observed by beauty 
parlors. 

4. That the hours of apprenticeship for beginners 
be raised from 1,000 to not more than 2,000. 
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§. That regional price agreements be authorized 
under the Code Authority when accepted by 75 per 
cent of the beauty shop owners in each area. 

6. That beauty shop workers be given the formal 
designation of “cosmetologist.” 


Numerous Witnesses Heard 


Mrs. Emily B. Weber, representing the N. R. A. Labor 
Advisory Board, suggested several changes in the work- 
ers’ provisions in the code, including limiting of hours 
of work to 40 per week instead of 48 and various other 
limitations on the distribution of these hours, including 
provisions that no employee work more than 5'/% days 
in any one week and not more than eight hours in any 
one day, except that employees might work ten hours 
two days a week providing this time was deducted from 
other working days. 

Among numerous other witnesses, Miss Elizabeth 
Ollis, also representing the National Hairdressers and 
Cosmetologists Association, testified that the trade did 
a gross annual business of $400,000,000, employing 175,- 
000 trained workers in 56,000 shops. 


Hearing on Flavor Code 


The public hearing on the code for the flavoring 
products industry was held on March 21 and was largely 
attended. A more complete report on this code will be 
published next month. 


Beeswax Code Approved 


A code for the candle manufacturing industry and 
the beeswax bleachers and refiners industries has been 
approved by Recovery Administrator Hugh S. Johnson. 

The approved pact establishes a forty-hour work 
week, with watchmen limited to an average of forty- 
two hours, and fixes minimum wages at 40 cents per 
hour for common labor, except that employees engaged 
in light work in the wicking, finishing and package 
departments are to receive a minimum of 30 cents. 

The industry is expected to put on 107 additional 
wage earners under the code, it is said. 





Druggists’ Supply Corp. Meets 


The Druggists’ Supply Corp. held its twenty-first 
annual convention in the Pennsylvania hotel, New York, 
February 19-23. Only the first day was devoted to 
meetings of the organization, the last four being left 
open for buyers to visit the many interesting displays 
maintained by manufacturers. It was estimated that 
business transacted during these four days was three 
times as great as that during the five days of the ex- 
hibits last year. Among the manufacturers in the field 
served by this publication who exhibited at the conven- 
tion were: A. B. Babcock Co., Colgate-Palmolive-Peet 
Co., Kurlash Co., Lazell Perfumer, Julius Schmid, Inc., 
and Storfer Laboratories. 

Officers elected at the meeting of the board of direc- 
tors were: President, A. J. Geer, Geer Drug Co., 
Charleston, S. C.; first vice-president, J. Mahlon Buck, 
Smith, Kline & French, Inc., Philadelphia; secretary- 
treasurer, Kenneth A. Bonham, New York; and mer- 
chandise manager, George H. Huff, Kauffman-Lattimer 
Co., Columbus, O. 
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Slight Prospect for New Drug Law 


Conflicting Opinions as Brought Out at Hearings 


and Multiplicity of Bills Make Action 


This Session Improbable 


ASHINGTON, March 12.—Although the 

W Food and Drugs bill still remains a topic of 

discussion in Congressional circles, the best in- 
formed observers here believe that it is virtually a dead 
issue for this session of Congress. 

No legislation since the tariff bill was rewritten has 
drawn forth more contrary views, and so many pro- 
posed amendments have been introduced from all sides 
that, despite Senator Copeland’s optimism, it would 
seem almost impossible to put together any measure that 
would meet with the unanimous support of any one of 
the many divergent groups. 

It has been remarked, too, whether correctly or in- 
correctly being a matter that necessarily could not be 
verified, that Rexford Guy Tugwell, Assistant Secre- 
tary of Agriculture, who carried the Administration 
cudgels in the opening fight for revision of the old food 
and drug laws, has become so occupied with other 
matters as to seem to have lost interest in the bill. 

Senator Copeland has not lost his interest; he con- 
tinues his fight for revision of food and drug legislation 
as strongly as he has for several years past, but he has 
been apparently embarrassed by too much legislative 
“cooperation,” such as the introduction of a bill very 
similar to his own in the House, but different in a few 
vital points, by Representative Sirovich. 

The feature of the bill that at first caused the most 
criticism, referring in this instance to the Administra- 
tion bill presented by Mr. Tugwell, has virtually been 
eliminated, this being the provision that was interpreted 
as putting responsibility for false or misleading adver- 
tising on publications carrying such advertisements. 

Since that change was made and work begun on re- 
visions and compromise provisions the committee has 
been swamped by protests and requests for changes. 
Several hundred persons are said by committee employees 
to have requested hearings. 

(The Copeland bill was reported to the Senate March 
15 with some of the drug sections amended but with 
cosmetic provisions virtually unchanged—Epiror) . 


Protests Greatly Varied 


It is virtually impossible to brief this testimony, but 
its variety is demonstrated by two widely varying pro- 
tests against the bill: (1) a spokesman for California 
fruit growers said that the section of the bill requiring 
as high standards for food sold abroad as at home would 
eliminate a foreign market absorbing 300,000 to 400,- 
000 tons of fruit annually; (2) a manufacturer of 
electro-therapeutic devices claimed that the bill would 
ruin his business by putting it “at the mercy of the 
medical trust.” 


On the other hand Charles W. Dunn, of New York, 
general counsel for the Associated Grocery Manufac- 
turers of America, Inc., and the American Pharmaceuti- 
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cal Manufacturers Association, attacked the food and 
drugs measure as “unconstitutional, grossly unfair and 
discriminatory,” because in the revised form it removes 
liability for untrue advertising statements from pub- 
lishers, advertising agencies and broadcasting stations. 


Campbell Defends Measure 


In the face of these assorted protests, W. G. Campbell, 
chief of the Food and Drugs Administration of the De- 
partment of Agriculture, who is credited with being the 
real force behind agitation for revision of food and drug 
laws, has maintained his insistence on stronger legisla- 
tion. 

In an appearance before the committee recently, Mr. 
Campbell reiterated the alleged need for authority in his 
divisior® to exert control over food and drug products 
before those of a harmful nature have done irreparable 
injury. 

But he went on record definitely pledging the Gov- 
ernment to use discretion in its regulatory work. As an 
example, he said, whisky, which may be regarded either 
as a beverage or a drug, would be supervised only where 
its usage was specifically as a drug. 

He asked for strong punishment for those selling im- 
properly prepared food, not because of a desire to exert 
undue authority but simply in order to have a weapon 
to bring bad offenders into line. As an instance of this 
need he cited a recent case of widespread illness in New 
York, Philadelphia and other Eastern cities caused by 
the sale of crab meat that was not properly prepared, to 
the despair of competitors of the offending company. 

Mr. Campbell insisted that those preparing foods and 
drugs in a proper manner for definite uses do not oppose 
the regulatory features of the bill, but favor them. 





Pine Tree Wins Injunction 


Judge George F. Morris in the United States District 
Court, sitting at Concord, N. H., has handed down a 
decision cancelling contracts existing between the Pine 
Tree Products Co., Newport, N. H., and the Teele Soap 
Co., Cambridge, Mass. Judge Morris ordered that all 
property of the Pine Tree Products Co. now in the 
hands of the Cambridge house be returned and an ac- 
counting made by both parties to determine damage 
to each. He also issued an injunction restraining the 
Teele Soap Co. from manufacturing or dealing in any 
way with “Pine Tree” soaps or any other products of 
the Pine Tree company. 

The decision followed a litigation brought by Billy 
B. Van, president of the Pine Tree Products Co., who 
alleged that the Teele company, with whom he had a 
contract for the manufacture of soap, was unable to 
make satisfactory deliveries and in other ways violated 
the contract obligations. Action was started in August, 
572 2- 
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Houbigant’s “Flower Basket”? Compact 


Houbigant, Inc., New York, has brought out 
a new double compact in a scratch-proof, chrom- 
ium finished case with a pearl gray top embellished 
in color with the Houbigant “flower basket.” The 
case is light in weight and convenient, and contains 


the company’s famous “‘dull finish” face powder. 





Procter & Gamble Introduces “Drene”’ 


Procter & Gamble Co., Cincinnati, will shortly intro- 
duce on the market a liquid soapless shampoo called 
“Drene,” packaged in a handsome glass bottle with plas- 
tic closure and printed paper label, as shown above. 
“Drene” is known as a ““hymolal salt” said to be similar in 


action to soap but made on an entirely different principle. 


Lesquendieu Develops New Cream 


A new ““Tussy” preparation, called ““Tussy Emulsified 
Cleansing Cream,” has been brought out by Lesquendieu, 
Inc., New York. The cream is packaged in the familiar 
black plastic jar with an oblong, printed paper label. 
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New Products 


N the following columns appear descriptions of 
various new products recently placed on the 
market by perfumers and manufacturers of 
These new products have 


branded toilet goods. 





Handsome Easter Package by Bourjois 


Garbed in a white octagonal box with a purple orchid 
design, and nestling in pure white silk, three “Evening in 
Paris” items are presented as an Easter and Mother’s Day 
set by Bourjois, Inc., New York. As may be seen above, 


the set contains perfume, talc and a single vanity. 


Quinlan Offers New Eye Kit 
Packaged in an unusually handsome silver paper box 
trimmed with cobalt blue, Kathleen Mary Quinlan, New 
York, has just introduced to the trade a handy eye kit, as 
shown below. The kit contains four preparations: eye 


bath, eye cream, eye packs and eye astringent. 
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and Packages 


recently been featured in retail merchandising 


campaigns, and the information is presented from 
the standpoint of the consumer and through the 
kind co-operation of the manufacturers. 





New Bouton Bath Set 


A “Bouton Gardenia Luxury Bath Set,” shown above, 
is the latest creation of the George W. Button Corp., 
New York. Light blue and silver give the glass con- 
tainers an attractive appearance. They are fitted with 


metal closures and embossed paper labels. 


A New and Improved ‘“Kurlash” 
Described as a new and improved “‘Kurlash”’ is the 
item shown below just brought out by the Kurlash Co., 
Rochester, N. Y. The instrument, operated like scissors, 
fits the curve of the eye. Another new item, not shown 


in the picture, is a clever automatic tweezer. 
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Tralee’s New Containers 
White, red and silver form a most attractive 
color scheme for the new rouge and lipstick con- 
tainers of Tralee Co., Chicago, as shown above. 
The plastic rouge box is unique with its inlaid 
metal label. The trade name on the lipstick holder 


is imprinted in the metal in red. 





Rubinstein Presents Ensemble Package 

One of the most interesting of recent packages is 
the powder rouge ensemble of Helena Rubinstein, Inc., 
New York. As may be seen in the photograph above, 
the regular metal rouge container fits into an opening 
in the top of the familiar Rubinstein paper powder box. 
The packages come in two color combinations: green, 
silver and black being designated for normal and oily 


skin, and red, silver and black for dry skin. 


Melba Adds Eyelash Beautifier 
The latest addition to the “Melba Perfection” line of 
Parfumerie Melba, Inc., New York, is an eyelash beau- 
tifier. The product is packaged in a silver metal case 


with an attractive rose enameled cover. 
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Beauty Cases That Go Places 


How Travel Kits Are Designed and Why 
They Have Been Successful 
by Jill Jessee 


HE primary desire on the part of the manufac- 
turer to acquaint women with as many as possible 
of his preparations has resulted in many ingenious 
devices for accomplishing his purpose. The travel theme 
has been one of the most popular exploitations of this 
idea. Cruise and Pullman kits, cabin cases, week-end 
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beauty boxes, and many other 
cases with special names such 
as “Cabana Case,” “Tripkit,” 
“Treasurette,” ‘““Hat-Box,”etc., 
fill the beauty requirements of 
every phase of travel. These 
are usually pretty elaborate af- 
fairs constructed along luggage 
lines, complete enough to ac- 
commodate the traveller for 
anything from a_ week-end 
jaunt to a year-round one. 
They are usually constructed of wood, covered with 
leather, and many have additional compartments for 
clothing and for other toilet accessories from the lowly 
toothbrush up. They range in price from around $5 
for the smaller week-end variety to as much as $150 
for the most luxurious. 

Another more obvious method of selling an assembled 
group of toiletries has been to give them the form of a 
get-acquainted package. These may be used for travel- 
ling too, but that use is not always emphasized. Some- 
times these are very modest, containing extremely minia- 
ture packages, and are sold at a nominal price. Even 
the more pretentious ones are usually priced lower than 
the total cost of the individual items if sold separately. 
The method is a sound one and undoubtedly accom- 
plishes the purpose of acquainting the customer with 
one or more items which would not have interested her 
particularly otherwise, but which, upon use, interest her 
sufficiently to induce future purchases of larger sizes. 
To prevent regular customers of a certain line from 
taking advantage of the saving on such an acquaintance 
kit, one company restricted sales to women who had 


— 
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never used the line previously. How this worked out 
in practice is difficult to determine. But it did have 
the reflex advantage of making those women who were 
thus being introduced to the line by this purchase feel 
that this was a special privilege being extended to them. 
The “Invitation Kit,” “Minute Make-Up Kit,” and 
“Introduction Kits” generally, belong to this group. 

This type of presentation often directs its appeal to 
the very busy woman on the basis of its convenience for 
quick but thorough make-up, and its easy portability 
to office, club, etc. Business women who lead a life 
of rapidly successive appointments find these little 
beauty boxes handy to keep in their desk drawers for 
those occasions when a dinner engagement follows too 
closely on business hours, or when they wish to 
“brighten up” during lunch time or at the energy let- 
down period in mid-afternoon. College girls, notorious 
for their hectic and disorganized mode of life, find that 
these kits simplify their beauty routine by keeping 
things together instead of scattered hither, thither, and 
yon. They are ideal for the gymnasium locker for a 
facial going-over before dashing from swimming class 
to higher mathematics. Similarly, the sportswoman, or 
any woman leading a life largely outside of her home, 
favors an unobtrusive yet compact box for her beauty 
equipment. 

The feeling has been gaining ground, however, that 
the girl at school would do better with fewer prepara- 
tions than come in the customary beauty kit and with 
larger sizes instead of miniatures. If she really has her 
supposed heritage of the school-girl complexion, then 
she doesn’t need as many preparations as the older woman 
would. Also her beauty budget is pretty limited and, 
although many of these kits are fairly inexpensive, she 
would stretch her budget further by buying extra-large 
sizes of creams, lotions, etc., which are always propor- 
tionately cheaper. There is probably a good deal of 
truth in this, and someone might well devise a simpli- 
fied kit especially adapted to the college girl’s needs. 

These compact kits just described often have such 
inviting and suggestive names as “Freshen-Up Kit,” 
“Pick-Me-Up Kit,” etc. Quite frequently they are 
informal, friendly affairs, gay but practical. Those 
covered or lined with washable fabrics which imitate 
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linen and gingham have a fresh, Summery appearance 
which is most appealing to the  vacationist. 

Another type of case for gad-abouts is designed for 
beach hounds. These beach bags are usually constructed 
either of rubber or some other hardy material and some- 
times close with a zipper which is much easier for damp, 
dripping hands to cope with than keys and locks. The 
items are naturally of appropriate character—sunburn 
creams, oils, and ointments, perhaps a hair lotion to keep 
the hair from getting dried out and frizzy, suntan face 
powder and other suntan make-up, leg make-up, etc. 
Clever and attractive as these beach gadgets are, the 
manufacturer must realize that his market is limited 
not only seasonally with the exception of those compara- 
tively fortunate few who winter at resorts, but also in 
customer-appeal. Not every woman can afford more 
than one kit which she adjusts to all occasions. How- 
ever, if these limitations are carefully considered and 
the kit designed and marketed accordingly, there is no 
other reason why this specialized type of kit should 
not have a promising future. 

Then, of course, there are the travelling cases de- 
signed for men which answer the gift problem of more 
than one harassed woman. Although the average man 
probably owns a number of such travel cases, undoubt- 
edly the more practical ones are put to good use. Hand- 
some leather ones, especially if they are compact and 
light in weight, merit masculine appreciation. 

All of these variations on the same underlying thought 
have certain things in common and certain features 
which are peculiar to their own type. Suppose you, 
as a manufacturer, are planning to put out a kit for the 
first time. What are some of the things you should 
consider in order to build the most practical, attrac- 
tive, and desirable case possible? 


Suit Construction to Purpose 


If you are designing for the inveterate traveller, who 
continually “‘ups and offs” on round-the-world cruises, 
then build a really sea-worthy case that will last the 
trip and not collapse in mid-Mediterranean. Go to a 
real luggage manufacturer with your specifications for 
he knows all the secrets about proper ageing of woods, 
the best choice of wood for the purpose, how to pre- 
vent warping, lock durability and security, and all of 
the rest of it that makes for satisfactory luggage, for 
this type of beauty case is really luggage. 

On the other hand, there are manufacturers of a dif- 
ferent sort who specialize on week-end cases which 
require clever styling but need not be constructed for 
the same permanence as the luggage type. These manu- 
facturers will fill your requirements adequately if you 
are thinking of the week-end or vacation kit. These 
may be made either of light wood or metal enamelled 
in color. If it is to be the type of case that will be 
packed rather than carried, a fine paper box manu- 
facturer will help you design something attractive. 


Minimum Requisites for Purpose 


Probably the one factor that stands in the way of 
increased sales of kits more than any other single thing 
is a super-abundance of preparations. It is a natural 
weakness for a manufacturer to want to include as 
many things as he can so as to get more of his items 
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into circulation. However, no one likes to carry surplus 
baggage and likes less to pay for something for which 
she has no need. Adjust the number of preparations 
included to the purpose of the kit. Habitual travellers 
will require a larger assortment of toiletries than the 
vacationer. In turn, the vacationer requires more items 
than the week-ender, but an over-night guest has fewer 
requirements than any of the others. A large assort- 
ment of preparations in travel-size packages makes it 
possible to accomplish certain fundamental changes to 
suit each individual purchaser. The basic items included 
should be for cleansing and refreshing, but make-up 
items can be added, as can bath preparations, sun-tan 
preparations, etc., in accordance with the needs of the 
user and the simplicity or complexity you desire for your 
case fittings. 


Spill-proof Containers 


The traveller has plenty of inconveniences as it is. 
Don’t add to her dismay by leaking, messy containers. 
Bottles should be used only with double protection caps. 
Powders belong in screw cap jars. Creams and oint- 
ments are much more desirable in tubes than jars. Hardy 
rather than dainty packages will withstand the wear and 
tear of travel better. Remember that an attractive 
dressing table container is not necessarily an attractive 
travel container. So, whatever you do, make all of 
your containers water-and-dust-fearless as well as non- 
leaking. 


Colors and Fabrics 


You can permit yourself gay coverings if your kit 
is for one season only. But if it is for year round use 
and year after year use, then it is better to confine your 
color choices to the more sober ones such as dark blue, 
dark green, brown or black. 

Your fabrics, too, depend on the amount of time 
you expect your kit to be in use. Real leather is most 
durable, of course. But, some very fine imitation 
leathers are nearly as lasting. Fabrics which are wash- 
able also rank high in practicality. Cloth or paper are 
least permanent but that doesn’t necessarily mean that 
they aren’t satisfactory if permanency is not intended 
as a feature of your case. 


Special Features 


If you can make a compact case and still allow a 
little room for extras, you will find that this feature 
will make a big hit. This can often be accomplished 
by raising some of your packages, letting them rest on 
shoulders instead of flat in the bottom of the case. Odds 
and ends such as a toothbrush, comb, hairpins, handker- 
chiefs, etc., can be tucked into these little nooks and 
crannies, adding much to the convenience of the owner. 
Or, pockets might be made in the side or in the cover 
of the box for these sundries. 

Mirrors are up to all sorts of new tricks lately. There 
is the illuminated mirror for instance which is said to 
give a true reflection instead of that distorted image 
we have all become so accustomed to but still shudder 
away from. What woman wouldn’t bless a kit all fitted 
up with an unobtrusive, and by no means unattractive 
socket for a cord which can be attached to a near-by 
plug. The light is indirect so that the image is soft- 
ened, not glare-y. When the light is not in use, the 
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cord can be arranged spring-fashion so as to snap back 
into place like a Jack-in-the-Box. 

Another trick is the two faced mirror, (not deceitful) 
one side of which is flesh-tinted, the other blue-tinted 
for face reflections in daylight and artificial light re- 
spectively. This mirror device might be hinged in or 
made removable so that it can be reversed in accordance 
with the lighting accommodations you happen to have. 

Last of all, or perhaps it has developed as you went 
along, a catchy name for your kit will give it signifi- 
cance and lift it above the rank and file of beauty cases. 
Naturally, the name selected should be in keeping with 
the character of your article. But, how much a clever, 
snappy title for one of these beauty bags means to a 
woman can be appreciated only by a woman. So, take 
a tip and do this if possible. It is not, of course, an 
absolute essential. But, it does help to merchandise 
your case and to make sales! 





Beauty Show in Omaha 
The Trans-Mississippi Beauty Show and the Nebraska 


State Hairdressers’ Association took over the Fontenelle 
hotel in Omaha for three days beginning February 26. 
Informative talks and demonstrations as well as modeling 
for the public sent the show and convention through 
three resplendent days. Approximately 1,000 delegates 
attended. Among the outstanding speakers on the pro- 
gram were Emil Rohde, Chicago, president of the Na- 
tional Hairdressers & Cosmetologists Association; Otto 
De Donato, of St. Louis, and Mario Campana, New 
York, director of the Coiffure Guild of New York. 

Mr. Rohde, hair tinting expert, defended hair dyeing as 
a beauty aid, calling it as essential as making-up, which, 
he said, women were not ashamed to do at any time or 
place. Women, and men, too, he declared, who are 
prematurely gray owe it to themselves to keep their 
coiffures as young as the rest of their personalities merit. 

Mr. Campana demonstrated the “Croquignole marcel” 
at the meeting Monday evening and Mr. De Donato 
demonstrated the technique of hair shaping. 

Tuesday’s sessions were featured by an address by 
Lorenzo Donarico, of Omaha, who later in the week was 
elected to head the Nebraska Hairdressers & Cosmetolo- 
gist Association. Marc Gartman, president of the Chi- 
cago and Illinois association also spoke Tuesday, as did 
Miss Marie Callahan, of Chicago. Tuesday afternoon 
the hairdressers’ and cosmetologists’ code was presented 
in detail and in the evening several hundred beauty op- 
erators and hairdressers and their guests attended the 
annual dinner dance. Demonstrations and informative 
talks continued through Wednesday. Mr. Donarico, 
the newly elected president of the Nebraska association, 
succeeds Agnes Schmitt, of Lincoln. He is a national 
director and president of the Omaha Cosmetologists’ 
Association. New vice-presidents of the organization 
are Catherine Schmitt, Lincoln; Myra Campana, Omaha; 
Vi Miller, Omaha, and Dan Cooney, Lincoln. Re- 
elected vice-presidents are Bess Lempke, Nebraska City; 
Elizabeth Gideon, North Platte, and Florence Walbrecht, 
Grand Island. 





Of Inestimable Help 


Hové Parfumeur, Inc. 


THE AMERICAN PERFUMER has been of really in- 
estimable help to us in building this business. 
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Discovered at 


The Toilet Goods Counter 


UST what does the public think of your merchandise? 

What does she tell the sales girl about it? What 
does the salesgirl herself think? 

In an effort to find the answers to these questions, we 
have arranged with a real live sales person to tell her 
experiences and observations. Necessarily, she must be 
anonymous. This is her advice: 

“I wish the manufacturers would be a little more 
exacting in correcting these fallacies. Although they 
may seem to be only details, they mean a great deal 
to the sales person in making a sales presentation over 
the counter. Intelligence and efficiency help move the 
merchandise, but we cannot account for these seemingly 
negligent details of manufacturing. Correcting these 
‘follies’ today will bring the profits of tomorrow and 
we all need them. 

“Help—prevent the wrong cosmetic—being sold to 
the right customer—and the business will come back 
to you—today, and through the years that follow.” 

These are the first of her comments: 


Two Kinds of Tonics 


In selling a shampoo or a hair tonic, special prepara- 
tions are needed for the oily scalp—and one for the dry 
scalp. This special service and courtesy not only in- 
creases the sales, but brings back the customer for 
additional preparations. It is pathetic to see a lovely 
vision of hair almost ruined by the incorrect hair tonic. 
When this problem arises, I am in a position to sell 
her a complete concentrated treatment, if the customer 
is sold on the line. 


Are Your Labels Clear 


There are cleansing face creams prepared with as- 
tringents for the oily skin, and, should this preparation 
be sold to a customer with a dry skin, there is a com- 
plaint of scaliness which developes immediately after a 
single application. And no woman will tolerate this 
condition. She comes back to the store with the cream 
and there’s a problem for super-salesmanship. Many 
customers will switch to another brand of preparations 
as they fear the entire line is not meritorious. It is 
important that the labels read very distinctly to prevent 
this error. It’s a costly one—to all of us. 


Complete Directions Needed 


So many women “‘in the early thirties” are beginning 
the use of a balsam jelly for contour correction. Be- 
cause they are using it for the first time, many com- 
plaints arise if the directions are not visible and thorough 
in detail. Many of them use it in the same manner 
as a cleaner, and then wonder why it just “rolls off” 
the surface of the skin. They naturally bring it back 
with the tale that it surely must be spoiled or ‘doesn’t 
agree with my skin”. 
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HE fourth annual Packaging Exposition was held 
at the Hotel Astor March 13 to 16. More than 
usually interesting and attractive were the displays, 
and they also exceeded in number those of former pack- 
aging shows. A total of nearly 75 companies in the 
package, packaging material and packaging machinery 
industries displayed their wares at the exhibition. 
One of the features was the showing of the Irwin 
D. Wolf prize award packages and the presentation 
of the Irwin D. Wolf trophy to the Great Atlantic 
& Pacific Tea Co. for its “Red Circle” coffee bags. This 
package was designed by Egmont Arens and entered by 
the American Coffee Corp., and was practically the 
unanimous choice of the judges for the first award. 
Honorary awards were made in 15 groups of prod- 
ucts, and two of these awards were taken by containers 
for toilet preparations. That for collapsible tubes was 
won by Montgomery Ward & Co. for ““Ward’s Brushless 





THE Cup WINNER AND Two Honorary AWARDS 


Shave”, while the folding carton group prize was taken 
by the United Drug Co., Ltd., of Canada for its “‘Jas- 
mine of Southern France Shaving Cream” carton. En- 
tries in the Wolf contest were more numerous and varied 
than usual, and the task of the judges was unusually 
difficult. 

Among the many interesting and attractive displays 
were the following: 

American Can Co., New York City.—Map of 
the United States, Canada and the Hawaiian Islands, 
showing scope of the company’s manufacturing and 
service facilities; a talking slide film telling the story 
of Canco’s developments in the can manufacturing 
industry. 

Armstrong Cork & Insulation Co., Lancaster, Pa. 
—Complete line of Armstrong’s closures for products 
of all types put up in wicker bottles or jars. These 
closures include corks, molded caps, metal caps and jar 
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Packaging Exposition in New York 


covers, crown caps for beverage bottles, embossed top 
corks, liners for caps and miscellaneous types of seals. 

Bakelite Corp., Bound Brook, N. J.—Wide range 
of packages and display devices embodying “Bakelite” 
material in their construction. Molded closures such 
as bottle caps and jar covers, powder boxes, cream jars, 
dual use packages in various colors. Laminated display 
stands in color and in black, with decorative metal 
inlays and ‘‘Revolite” flexible, water-proof cloth pro- 
cessed with “Bakelite Resinoid.” 

Consolidated Lithographing Corp., Brooklyn, 
N. Y.—A very handsome display of lithographed con- 
tainers and display devices. 

Continental Can Co., Inc., New York City.— 
Display of cans flanking a miniature theater in which 
at intervals an instructive and entertaining playlet 
covering package designing was given. 

Dupont Cellophane Co., New York City.— 
Showing of numerous applications of cellophane es- 
pecially in the packaging field. 

General Plastics, Inc., North Tonawanda, N. Y. 
—The latest “Durez” caps for food and liquor and 
drug and cosmetic packages, molded cosmetic jars, 
boxes, display stands and miscellaneous items such as 
trays, compacts, dispensing units, lipstick holder. 

Owens-Illinois Glass Co., Toledo, Ohio.—A very 
elaborate display of glass containers of all types, in- 
cluding bottles which were awarded prizes in several 
competitions. 

Stokes & Smith Co., Philadelphia, Pa.—Various 
packages and containers filled and packaged in the com- 
pany’s packaging machinery. 

Sylvania Industrial Corp., New York.—Display 
of “Sylphrap” (transparent wrapping material) in rolls, 
sheets, etc. Packages wrapped in ‘“‘Sylphrap”. Booklets, 
leaflets and advertising material on “Sylphrap”. 

Photographs of a number of these displays appear on 
the following page. 


No Tax Bill in Kentucky 


With less than a week remaining of the regular ses- 
sion of the Kentucky General Assembly, no revenue 
measures, including a proposed tax on cosmetics, toilet 
goods and preparations and patent medicines, have been 
passed. That a special session, to consider revenue 
measures, would be called within two weeks after the 
sine die adjournment of the present session was seen as 
inevitable in many quarters. 





Observers also predicted that in the event the special 
session is called a determined effort to pass a retail sales 
tax bill will be made. Governor Ruby Laffoon, at the 
special session last year, advocated a sales tax and sought 
to have it enacted into law. At this session, however, 
he has repeatedly reiterated his intention of suggesting 
no revenue measures, leaving the matter solely up to the 
Legislature—this despite the fact that he has succeeded 
in organizing the general assembly and is in complete 
control of it. 
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Italian Essential Oil Industry 


HE total value of the flower production in all Italy 

in 1932 was approximately $15,466,000, illustrat- 
ing the economic importance of the flower industry in 
Liguria, which accounted for $13,496,000 of this out- 
put. Flower cultivation in Liguria is confined to about 
8,500 acres of fields and gardens, distributed in the pro- 
portion of approximately 114 acres per cultivator, and 
concentrated in about 16 communes in the westernmost 
limits of the Italian Riviera. 

Carnations are cultivated more extensively in Liguria 
than any other single variety of flower, the producing 
area being, roughly, 5,000 acres. Roses follow, with a 
cultivated area of about 2,000 acres. About 1,000 acres 
are devoted to violets, marguerites, gilly-flowers, mig- 
nonette, centaurea, and other annuals; about 300 acres 
to mimosa; about 100 acres to other plants. 


Displays at the Packaging Show 


The displays shown on this page appeared at the 
Packaging Exposition in New York, an account of 
which appears on the opposite page. At the right, 
reading from the top: American Can Co.; Bakelite 
Corp.; Continental Can Co.; Sylvania Industrial Corp. 
Below: General Plastics, Inc.; du Pont Cellophane Co. 
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Campana Tube Wins Award 


OLLOWING the victory of the bottle and carton of 
“Campana’s Italian Balm” in last year’s “All Amer- 
ica Twelve” packaging awards, the Campana Corpora- 
tion’s “Italian Balm” tube took the cup in the collapsible 
tube class of the same contest this year. The jury of dis- 
tinguished authorities on merchandising, production and 
packaging rated the prize winning tube at 85.8 per cent. 
The tube was designed by Harry Farrell and manufac- 
tured by the New England Collapsible Tube Co. The 
carton was made by the Illinois Carton & Label Co. The 
filling machine was made by the F. J. Stokes Machine 
Co. and the wrapping machine by Miller Wrapping & 
Sealing Machine Co. The closure resin was by General 
Plastics, Inc. 
Thirty-four collapsible tubes were entered in the con- 
test, and the success of the Campana entry along with 
its winning of the award of last year places the com- 





pany’s packages high in the list of outstanding con- 
tainers. 

Other awards in the “All America Twelve” this year 
went to the American Coffee Corp., in the bag and 
envelope group with a rating of 95 per cent; Robert A. 
Johnston Co., set-up box group, 93.3 per cent; Revere 
Copper & Brass, Inc., in the fibre can group for a con- 
tainer made by American Can Co., 91.4 per cent; Stand- 
ard Brands, Inc., in the metal can group for another 
American Can Co., container, 91.3 per cent; Frankfort 
Distilleries, Inc., in the bottle and jar group for a bottle 
made by Owens-Illinois Glass Co., 90.8 per cent; Ency- 
clopoedia Britannica in wrapping group, 87.2 per cent; 
Kingan & Co., in the family of packages group, 87.1 per 
cent; Sherwin-Williams Co., in the display group, 84.3 
per cent; Starkey Farms Co., in the carton group, 82.8 
per cent; Hickok Mfg. Co., in the miscellaneous group, 
74.8 per cent; and Pioneer Suspender Co., in the molded 
plastics group, 61.4 per cent. 
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Meeting of Michigan Association 


HE regular monthly meeting of the Michigan Cos- 

metic & Extract Association was held March 8 in 
Detroit. The association was greatly disappointed in 
the unfortunate absence of its guest speaker, J. G. 
McConnell, merchandising manager of Nelson, Baker 
& Co. A “rain check” was given Mr. McConnell on 
the promise that he would address the association at the 
next meeting. 

Among other items discussed at the meeting was the 
McCarren-Jenckes Bill (S. 2858 and H.R. 7964) 
which the association supported. Ed Orrell, of Beauty 
Counsellors, Inc., was elected chairman of the enter- 
tainment committee, pinch hitting for “Doc” Cole, who 
was absent because of a shattered elbow and a broken 
shoulder sustained several weeks ago when he slipped 
on the ice. His speedy recovery is looked for by all. 

The Jane Edwards Co., Karl E. Ketchum, president, 
was elected to the association by popular approval. Ar- 
rangements were made to hold the next regular meeting 
at the Downtown Club, together with a stag party in 
celebration of the first year’s achievements of the asso- 
ciation. George Huisking, of Chas. L. Huisking & 
Co., New York, was the out-of-town guest this time. 
The Michigan Association has asked us to invite all out- 
side traveling representatives to its meetings held on 
the second Thursday of each month. 





Amends Customs Marking Regulations 


Collectors of customs have been notified in Treasury 
Decision No. 46865 of an amendment to Article 509 
(b) of the Customs Regulations of 1931 in regard 
to the marking of imported merchandise. The article 
is amended to read as follows: 

“(b) The marking required by section 304 shall in- 
clude the name of the country of origin. The name 
of a subdivision such as a kingdom, principality, State, 
or province, or a city, within the country of origin is 
not alone sufficient. The term ‘country’ as used in 
section 304 is held to mean the political entity known 
as a nation. However, colonies, possessions, or protecto- 
rates outside the boundaries of a mother country shall 
be considered separate countries.” This decision takes 
effect the second week in May. 


Coming Conventions 

Mid-West Beauty Trade Show, Sherman hotel, Chi- 
cago, April 2 to 4, 1934. 

General Meeting of Soap Industry, Blackstone hotel, 
Chicago, April 5. 

American Cosmeticians Association, Roosevelt hotel, 
New Orleans, April 9 to 12, 1934. 

American Drug Manufacturers Association, the 
Greenbrier, White Sulphur Springs, W. Va., week of 
April 16, 1934. 

Flavoring Extract Manufacturers Association, Wal- 
dorf-Astoria, New York City, May 21 to 23, 1934. 

Associated Manufacturers of Toilet Articles, Waldorf - 
Astoria hotel, New York, June 5 to 7, 1934. 

National Association of Retail Druggists, New Or- 
leans, La., September 24 to 28, 1934. 

American Bottlers of Carbonated Beverages, 106th 
Armory, Buffalo, N. Y., November 12 to 16, 1934. 
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Making Advertising Censor-Proof 


Copy Shorn of All Shams and Exaggerations Is 





Actually Stronger and More Convincing 


by Leroy Fairman 


HE Washington correspondents of business jour- 
nals seem to agree on two things: that nobody 
knows exactly what will happen next, and that 
business is on the pan and advertising is 
due to sizzle on an especially hot griddle. 

What is to be will be, and we must 
hope for the best and be prepared for the 
worst. But insofar as proposed codes are 
concerned, it seems to me that the toilet 
goods industry hasn’t a great deal to com- 
plain about. 

Nobody should object to open prices, 
openly published and strictly adhered to. 
Those manufacturers who want to give 13 
for a dozen, and indulge in a lavish “free 
deal” every now and then, may do so to 
their heart’s content, deceive themselves with the old 
fallacy that goods are sold when they are on the dealer’s 
shelves—and leave that unfortunate person to dispose 
of them if, when, and at what price he can. All they 
will have to do is to refrain from the inside deal and 
the secret discount, and that ought to be a relief in- 
stead of a hardship. 





Nobody should be sorry to kiss the hidden demon- 
strator goodby. If the code could contrive to debunk 
the demonstration completely, it would be a fine thing. 
For example: a lady told me recently about a face 
powder demonstration that made her feel a little silly. 
The demonstrator mixed, on the back of the lady’s 
hand, a special, personal powder which precisely met 
her individual requirements—an exclusive powder for 
her and her only. Having announced that fact in a 
voice which reached the ears of all passersby, the demon- 
strator called out over her shoulder, ““Number Three”, 
and turned to the next customer. A clerk in the rear 
picked a package of “Number Three” off a pile that 
reached half-way to the ceiling, wrapped it up, handed 
it to the lady and collected an exorbitant price for it! 

There may be some mourners for the “PM.” It fre- 
quently offers an effective means for inducing sales- 
people to give your product a good strong push. That 
means, of course, that when possible they will substi- 
tute your goods for those of your competitors, and the 
sales which those competitors have bought and paid for 
by merchandising effort and advertising money will be 
taken away from them through your bribery of the 
retailer’s clerks. You get your headache later, when the 
selfsame salespeople substitute some other product for 
yours, and nullify your labor and expense in favor of 
some competitor who is doing a little ‘““PM-ing” of his 
own. A sweet scheme, surely! 

Few will shed any tears if the allowance for “‘co- 
operative advertising” is exterminated. That hoary 
fraud doesn’t owe its existence to the manufacturer— 
it was wished on him. Many have gnashed their teeth 
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as they have watched the proceeds of this form of ex- 
tortion go straight to the bank account of the extor- 
tioner, to be seen no more. The rebels against this 
graft have breathed more freely, done their 
selling on a business basis, and made more 
money in the end. To one such rebel, the 
purchasing department of a great chain 
said: ‘‘Look what a lot of business you lost 
last year by not playing ball with us.” He 
replied: “I lost no business last year; my 
business made a substantial gain for the 
year. It’s you people who lost business 
and money by selling inferior goods at no 
profit, when you might have given your 
customers my goods and made a handsome 
profit.” 

It seems unfortunate, though, that manufacturers 
individually, and collectively through their association, 
have not instituted and maintained these reforms of 
their own volition, and not waited for governmental 
authorities to impose them. For if the manufacturers 
are unconvinced that such regulations are really in their 
own best interests, there will of course be more or less 
successful attempts to evade them. That is always the 
case, and always makes trouble. 

Real reforms come from within; they are seldom 
imposed from without. For example, the business and 
social worlds had gradually, of their own accord, made 
the excessive use of alcoholic beverages unpopular and 
unfashionable; but the late noble experiment to enforce 
teetotalism upon everybody was an utter failure. 

Fair and square dealing in business has made great 
strides in recent years, but the strong arm of the law 
has had little to do with this improvement. The trumpet 
blasts of Harvey Wiley and Alfred McCann did far 
more to clean up the food industry than the pure food 
and drugs statute ever did. Most laws can be evaded if 
it is worth while, but the penalties of folly cannot. It 
takes some people a long time to find out that honesty 
is the best policy, but no Act of Congress can prove 
it to them. 

For twenty years advertising has been reforming it- 
self from within; the laws against fraudulent and mis- 
leading advertising may have accelerated this forward 
movement a little, but not much. Nevertheless, no 
manufacturer or merchant wants to see his advertising 
controlled or supervised by small-town politicians and 
college professors. This, it seems to me, though not 
so much discussed, is the most sinister threat in the 
present agitation about codes and new, more restrictive 
laws—the possibility of a prejudiced, inexperienced, 
meddlesome, bungling censorship of advertising. 

The brightest thing manufacturers in this industry 
can do, right now, is the most complete job of adver- 
tising housecleaning that strict honesty and horse sense 
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That is a good thing to do, no matter 
what happens; and an especially wise thing to do if 
the politicians and professors are permitted to include 
advertising in the list of things to be placed under their 
control or superintendence. 

The more I consider it, the more firmly I believe that 
the advertising of many types of toiletries has been 
done with less efficiency than is possible; that the educa- 
tion of women in many fundamentals has been over- 
looked; that institutional advertising, as it is usually 
called, would produce far greater results than does the 
usual attempt to convince the reader that a certain 
brand is the one-and-only. 

Take talcum powder, for instance. Only a compara- 
tively small percentage of the women of this country 
use any talcum at all, and those who do use it, use far 
less than they should. But does talcum powder adver- 
tising stress the comfort and immaculacy which the use 
of talcum, per se, induces? No; the individual adver- 
tiser shies at the idea of using advertising appeals which 
“will sell just as much for my competitors as it will 
for me”—not realizing that the brand which does this 
kind of indirect advertising reaps the reward. Con- 
vinced of the value of a product as such, nine con- 
sumers out of ten will go to the store and ask for the 
brand whose name ap- 
pears at the bottom of 
the advertisement which 
convinced them. 

But talcum advertising 
concerns itself almost 
entirely with pushing 
the claims of the adver- 
tised brand over all 
others, and assumes that 
the reader knows that she 
should use talcum, and, 
what is of almost more 
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importance, that she should use it every day of her 
life. A dangerous thing to assume about any product 
—even though it be a necessity. 

And perfumes: what is the truth about perfumes in 
general—to say nothing of any particular perfume? It 
is hard to say. 

The manufacturer has three, four, five different per- 
fumes. He gets out a new one, beautifully bottled, 
stunningly packed. What can he say about it, what 
basic argument can he make for it, that doesn’t apply 
equally to all the other perfumes in his line? It is new, 
different, and so on. But what else? As a matter of 
fact why should a woman buy his new perfume, or 
any of the old ones—or, while we are about it, any 
perfume at all? 

You have read a great many perfume advertisements 
and followed many entire campaigns. Can you recall 
any advertisement, or series, that actually and com- 
pletely answered these questions? 

Such perfume advertising as is readily recollected is 
of two kinds. One kind is notable for its physical 
beauty—for the impressiveness, the elegance, of hand- 
some packages, big space, excellent layouts and artistic 
execution. The other kind is the extremely flowery, 
extravagantly phrased copy which, by implication at 
least, promises to transform a commonplace woman into 
a stately, imperious queen, a languorous, soulful sophis- 
ticate or an irresistible siren at whose feet men will melt 
like an ice cream cone on a hot stove. 

Copy of this kind is usually so vague and tenuous 
that it is difficult to figure out precisely what it means, 
but the meaning that might be read into it by a grubby 
politician or a pedantic professor may well give the 
advertiser who uses it some serious moments. 

But, you may ask, what may be said about perfumes 
other than the things that have been said? What 
tangible, intelligible facts about a new perfume can be 
given a woman except that it is new and different? 
From that point onward don’t you have to use adjectives 
that have already been used thousands of times, and 
stir the imagination and impulses of the potential con- 
sumer by the vague implications you complain of? In 
other words, what have you to suggest? 

The problem, it seems to me—if we are to set our 
house in order so that we may escape entanglements 
with the censor—is to devise some means whereby we 
will do a splendid job of advertising without making 
any far-fetched claims or rash statements. Can that 
be done? Well, I suggested, a few paragraphs back, that 
of all the perfumery advertisements you have seen, little 
remained very clearly in your mind—this notwithstand- 
ing the fact that there has been until recently no serious 
talk of censorship, and every copy-writer has let his 
imagination soar as high and far as its wings permitted. 
Now I will quote a few words about perfume that I 
think will stick in your mind for a long, long time. 

“And if you only knew what delights I owe to my 
sense of smell. I drink in that air there through my 
nostrils, | become intoxicated with it; I live in it, and I 
feel that there is within it everything—absolutely every- 
thing. What can be sweeter? This intoxicates one like 
wine; wine intoxicates the mind, but perfume intoxi- 
cates the imagination. With perfume you taste the 
very essence, the pure essence of things and of the 
universe—you taste the flowers, the trees, the grass of 
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the fields; you can even distinguish the soul of the 
dwellings of the olden days which sleep in old furniture, 
old carpets, old curtains. See here! I am going to tell 
you about it. Did you notice, when you first came 
here, a delicious odor, to which no other odor can be 
compared—so fine so light, that it seems—how shall I 
express it?—an immaterial odor? You find it every- 
where—you can seize it nowhere—you cannot discern 
where it comes from. Never, never has anything more 
divine stirred my heart. Well, this is the odor of the 
vine in bloom. Ah! it has taken me four days to dis- 
cover it. And is it not charming to think, madame, 
that the vinetree, which gives us wine, wine which 
only superior spirits can understand and relish, gives 
us, too, the most delicate and most exciting of perfumes, 
which only persons of the most refined sensibilities can 
discover? And then do you recognize also the powerful 
smell of the chestnut-trees, the luscious savor of the 
acacias, the aroma of the mountains, and the grass, 
whose scent is so sweet, so sweet—sweeter than anyone 
imagines?” 

This eloquent and hauntingly beautiful description 
of, and tribute to, perfumes is not the work of some 
inspired and impassioned copy-writer, but a paragraph 
from Mont-Oriol, a novel by Guy de Maupassant! 

Here we have something that attempts, very success- 
fully, to tell what perfume really is, and its effect upon 
the human sensibilities. No censor could take exception 
to a word of it. No politician or professor could read 
any misleading or reprehensible meaning into it. And 
yet such words as these would arouse more interest and 
carry more conviction than any fantastic claims or 
hyperbolic superlatives that have ever been used in per- 
fume advertising. 

The advertising of toilet articles needs to be placed 
upon a higher and far different plane. Some of it, 
especially the “testimonial” kind of copy, excites the 
ridicule of the public and offers a fair target for code- 
makers, politicians, professors and would-be censors. It 
is outmoded and inefficient, which is another and a still 
better reason for doing away with it. 








N. Y. Bill Would Require Cosmetic Labeling 


A bill, No. 534, similar in some respects to the origi- 
nal ‘Tugwell’ bill, which would amend the penal code 
in relation to the labeling of toilet preparations, drugs, 
chemicals, pharmaceuticals, etc., has been introduced in 
the New York State Assembly. The amendment pro- 
vides for an insertion into the present penal law of a 
section prohibiting the sale of these articles without 
labeling and making the failure to state on the label of 
each item the name of the product and the name and 
quantity of each ingredient composing the same a mis- 
demeanor. 





Coty Enjoins Detroit Retailer 

A temporary injunction has been granted against 
Sam’s Cut Rate Store, Detroit, by Federal Judge Edward 
J. Moinet, restraining the store from selling parts of a 
combination powder and perfume package. Suit was 
brought by Coty, Inc., alleging $100,000 damages. 
According to bill of complaint, Sam’s broke up the 
package, selling each item separately, in violation of 
trade mark rights. Fraud against the public was also 
charged. 
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Planning for F.E.M.A. Convention 


HE annual convention of the Flavoring Extract 

Manufacturers Association of the United States will 
be held this year at the Waldorf-Astoria, New York, 
the dates being May 21 to May 23. Two committees 
wil! have the affair in charge, one devoting its attentions 
entirely to the business program which is expected to 
be even more interesting and important than usual, 
while the other will devote itself to entertainment 
features. 

Fred S. Rogers heads the program committee while 
B. J. Gogarty, of the Rossville Commercial Alcohol 
Corp., is chairman of entertainment. Two business ses- 
sions will be held on the first day, one on the second 
and two on the third. 

At a meeting of the entertainment committee in New 
York March 8, it was decided to hold a banquet on the 
evening of May 23, the third day. On the evening of 
May 21 there will be a double entertainment, consisting 
of dinner at a popular night club followed by entertain- 
ment in Radio City. The afternoon and evening of 
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May 22 have been left open, although provision has been 
made for a deep sea fishing party, golf and bridge. The 
complete personnel of the two committees is as follows: 

Program Committce:—Fred S. Rogers, McMonagle & 
Rogers, chairman; M. C. Albrech, R. T. French Co.; 
Frank L. Beggs, Styron-Beggs Co.; E. L. Brendlinger, 
The Dill Corp.; Leo Green, Boyce Extract Co.; J. H. 
Montgomery, Fritzsche Brothers, Inc.; and W. A. 
Upham, Upham Food Products, Inc. 

Entertainment Committee:—B. J. Gogarty, Rossville 
Commercial Alcohol Corp., chairman; George M. Armor, 
McCormick & Co., vice-chairman; John Beach, Seeley 
& Co.; Frank Green, National Aniline & Chemical Co.; 
John A. Handy, Larkin Co Inc.; L. S. Levy, THE 
AMERICAN PeRFuMER; C. L. Lightfoot, Salem Glass 
Works; J. B. Magnus, Magnus, Mabee & Reynard, Inc.; 
A. H. Moeller, E. I. du Pont de Nemours & Co.; George 
C. Morrow, Morrow Extract Corp.; O. W. Pees, Arm- 
strong Cork & Insulation Co.; L. A. Rossett, Florasynth 
Laboratories, Inc.; Fred Steffens, American Commercial 
Alcohol Co.; W. A. Triest, Zink & Triest; R. R. Webb, 
W. J. Bush & Co., Inc.; T. H. Whitney, Owens-Illinois 
Glass Co.; Louis Wolff, H. Kohnstamm & Co.; A. F. 
Wortman, U. S. Industrial Alcohol Co.; J. Edward 
Young, Jr., Thurston & Braidich; Francis T. Dodge, 
Dodge & Olcott Co.; E. V. Killeen, George Lueders 
& Co.; Joseph B. Mathias, James B. Horner, Inc. 
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A Successful Packaging Exposition 


ACKAGING is a subject in which practically 
all manufacturers of cosmetics have taken 
unusual interest during the last few years. Hence, 
it was no surprise,to us to find leaders in the in- 
dustry carefully inspecting and discussing the 
displays at the Packaging Exposition in New York 
early this month. The displays were well worth 
the attention of the crowds which gathered to 
view them and in addition the business program 
and especially the packaging clinics at which 
leading designers were heard were unusually ex- 
cellent. 

Not the least interesting to manufacturers of 
toilet preparations was the fact that practically 
every package manufacturer in the show featured 
in his booth one or more cosmetic packages and 
in many instances these were the outstanding fea- 
tures of the displays. 

Certainly, great progress has been made in 
packaging cosmetics during the last few years 
and even during the depression, research in de- 
sign and application of packages continued un- 
abated. There may some day be an end to this 
progress but, looking over the exposition, we can 
only believe that the end is far off. In fact, it 
would seem that we have only made a beginning 
of fine packages for toilet preparations. 


Food and Drug Revision Delayed 


UR Washington Bureau, which is usually 

very accurate in its forecasts, now tells us 
that there is little chance of food and drug law 
revision at the present session of Congress. After 
perusing the voluminous bills already introduced 
and the volumes of argument in support and op- 
position, we had independently reached the same 
conclusion. As it appears at the moment, only 
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a definite White House message will bring food 
and drug legislation to a head at this session. 

It seems fortunate indeed that no action will 
be taken at the moment. Between the original 
“Tugwell Bill” and the latest draft, introduced 
at the behest of the makers of proprietary medi- 
cines, the gap is so great as to be ridiculous. To 
hope for a satisfactory compromise which would 
protect the public and at the same time be fair 
to industry under present conditions of bluster 
and ballyhoo is to be an incurable optimist. 

When Congress next meets in January, enough 
time will have elapsed for both parties to current 
controversies to have cooled off and for a satisfac- 
tory food and drugs bill to have been evolved 
from the mass of confusing provisions now be- 
fore the National legislature. Meanwhile, no one 
will be badly off under the old law for a few 
months more. 


Many Raw Materials Still Bargains 


BOUT a year ago, we reported to our readers 

in this column that there had never been 

a time within the memory of the oldest in the 

trade when raw materials for perfumes and toilet 

preparations could have been purchased at prices 

as low as those then existing. If our memory is 

not faulty, we did more than hint that this situ- 

ation could not last and that prudent buyers 
would stock up at that time. 

We are pleased to hear that many did so before 
the recent rise in prices, thereby getting the ad- 
vantage of an advance of some 20 per cent from 
the bottom of the depression. More might have 
done so had they been in a position to store sup- 
plies over long periods. 

While there has been an advance of some 20 
per cent in general average quotations and, of 
course, of much greater percentages in the case 
of individual oils, the trend of business and ex- 
change indicates that there are still many prod- 
ucts to be had at bargain prices. The bargains 
may not be quite so extreme as those of a year 
ago, but they are, perhaps, more attractive be- 
cause prospects in the consuming industries are 
so much brighter. 

We still feel that a study of the markets will 
lead to the belief that purchasing ahead in per- 
fume raw materials, even at today’s prices, is 
desirable. There are many items which are sure 
to advance and, with possibly one or two excep- 
tions, none which seems likely to decline over the 
next six months. Purchases for consumption over 
the next six months may well show some very 
handsome profits to the buyers. 
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OUR ADVERTISERS 


THE SUN TUBE Corp. 
Hillside, N. J. 


THE AMERICAN PERFUMER AND ESSENTIAL 
Or REVIEW 
432 Fourth Ave., New York City. 


GENTLEMEN: We are sending you our re- 
newal contract for the twelve months following 
the expiration of our present contract. 

I am happy to say that, from a production 
standpoint, 1933 was our best year. If magazine 
advertising brought this about, then THE Per- 
FUMER has all the credit—we used no other 
magazine. 

Because of its distinguished record we recog- 
nize the value of your publication, and we expect 
that, in using it exclusively, it will fulfill all 
of our requirements. 

With personal regards, I am 

Very truly yours, 
SUN TuBE Corp., 
W. M. Rose, president. 





The N. R. A. and ‘Business Records” 


T is easy to draw astounding conclusions from 

very few facts. As a confirmed reader of the 
Congressional Record, the truth of this statement 
is almost daily brought home to us. Only the 
other day, Senator Borah, who, we think, is one 
of the most useful, if also one of the most pestif- 
erous Senators, took up nearly four pages of fine 
print in fulminating against the N.R.A. and all 
its works on the ground of oppression of the “‘lit- 
tle fellow”. 

Undoubtedly there have been cases of injustice. 
The movement has been entirely too great to avoid 
such instances entirely. We are in full sympathy 
with the Senator when he urges that such injus- 
tices be corrected with all possible speed. We 
have to part company with him, when he pro- 
ceeds, on the basis of such instances, to draw the 
conclusion that the N.R.A. has utterly failed and 
should be abolished at once. 

Records of commercial failures would seem to 
tell a different story indeed. Hardly anyone will 
dispute the statement that the number of failures 
among the “little fellows’ exceeds the number 
among the great enterprises. That being so, if 
N.R.A. imposes too great a burden upon the 
‘little fellow”, he should be failing in great num- 
bers as a result. 

What do the figures show? The N.R.A. has 
been in effect since July. For the six months be- 
ginning July and ending at the close of the year, 
total failures amounted to 7,584. In 1932 they 
were 14,389 and in 1928, usually considered an 
excellent year, 11,014. Turning to the special 
group of companies having liabilities of less than 
$25,000, in other words the “little fellows”, we 
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find in 1933, 6,180 failures from July to the end 
of the year. In 1932, there were 11,505, and in 
1928, 5,325. If we take the monthly totals, we 
find a fairly consistent decline in number of fail- 
ures from July to December, which showed the 
lowest total of all, 992, against 2,198 in 1932 and 
1,825 in 1928. 

The N.R.A. has made a great many mistakes 
and its administrators are the first to admit it, 
but in view of these statistics we cannot follow 
Senator Borah in his conclusion that the “little 
fellow” has suffered terrible hardships under it. 
In any event, his troubles seem to be far smaller 
than they were before it went into effect. We 
think the Senator wasted those four pages of our 
favorite periodical. He should have talked about 
something else. 


Still Going Ahead 


EARS that the pace of industry and trade is 

slackening and that the promised increase in 
purchasing power has failed to materialize are 
being voiced in quarters critical of present recov- 
ery plans and efforts. Facts coming to light from 
day to day, however, indicate quite the reverse of 
this picture. Latest to reach our desk is the Jan- 
uary report of department store sales in New 
England, issued by the Federal Reserve Bank of 
Boston. 

Compared with January of last year cash sales 
of Boston stores are up 12.3 per cent and of stores 
outside Boston up 17.1 per cent. Regular charge 
sales in Boston are up 24.9 per cent and outside 
Boston 25.6 per cent. Installment sales in Boston 
up 40.5 per cent, outside up 47.7 per cent. Total 
net sales of Boston stores are up 19 per cent and 
of stores outside Boston 21.5 per cent. 

No matter what influences are held responsible 
for this increase in sales, the picture is not a dis- 
agreeable one. The evidence would seem to prove 
that New England is spending more money, buy- 
ing more goods and operating with more confi- 
dence. 

Reports from other Federal Reserve Districts, 
while not yet available in detail indicate a similar 
improvement. Throughout the whole United 
States, department store sales in January were 
about 18 per cent above those of January last 
year. We cannot worry much over the “collapse” 
forseen by some in view of these facts. 


A School of Display 


TARTING in the jewelry industry, the move- 
ment for better display both window and in- 
terior has recently gained considerable momentum. 
Now, an actual school of display is in operation 
with instruction in all phases of the matter. It 
doubtless does not contend that its courses will 
revolutionize the display side of merchandising, 
but it is logical to believe that some knowledge of 
the principles will be of great assistance to those 
who will plan and execute show windows, toiletries 
departments and the like. It is a movement from 
which the industry should ultimately benefit. 
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How Face Powder Is Made 


A Discussion of the European View of 
Composition and Manufacturing 
by H. Stanley Redgrove, B.Sc., F.I.C., F.R.H.S. 


powder should face up to this question: What 

is my objective? Do I want to back a winner 
in the price-cutting game, and produce a 
powder which I can sell at a lower figure 
than any of my competitors, or do I want 
my product to be one for which I can 
legitimately make the highest claims, both 
dermatological and esthetic? From the 
dermatological point of view, the functions 
of face powder are protective, not cura- 
tive; and the perfect powder is one which 
is physiologically inert. From the esthetic 
point of view, the powder must have a 
tint which blends with the natural color 
of the skin, and gives a bloom to the 
complexion, enhancing the beauty of the user and 
obliterating slight defects, and its perfume must be one 
which appeals and gives an added charm. 

Unfortunately, many manufacturers seem to oscillate 
between the two extremes. New products which, thanks 
to advances in scientific knowledge and technology, 
render possible the production of face powders of im- 
proved quality are not always employed to the extent 
they deserve. This may be due to sheer conservatism; 
more frequently the cause is that they work out at a 
few cents a pound more than the old ones. 

Some years ago it was my pleasure to call the atten- 
tion of the cosmetic trade to certain advantages of 
titanium dioxide over some other materials where an 
opaque white pigment is required. Progressive manu- 
facturers have not been slow to take advantage of the 
virtues of this product. 

From the dermatological point of view, titanium 
dioxide possesses the advantage of being perfectly inert, 
chemically and physiologically. 


\ T the very start every manufacturer of face 


This, however, is not the whole story. Titanium 
dioxide is much more opaque than many other products. 
Moreover, it is less dense. A less proportion, therefore, 
suffices. Ten per cent is a good amount to use; but 
the actual figure must be determined by the require- 
ments. 

Face powders have a certain national quality. This 
is intelligible, since complexions are largely dependent 
on race and climate. French face powders, for example, 
are usually delightfully perfumed, but they sell badly 
in my own country, where powders of a lighter charac- 
ter are found to be more becoming. I imagine that 
light powders would appeal more than heavy ones in 
North America, so that the above-given figure should 
not be exceeded but rather reduced. 

I now take the opportunity of introducing the cos- 
metic trade as a whole to another very useful powder 
constituent, namely amorphous silica. This material 
has been used for some little time, more especially in 
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France; but its virtues are not generally known. It 
must not be confused with kieselguhr, which has been 
suggested as a face powder constituent, but is generally 
regarded as unsatisfactory, and, in my 
opinion, should never be used. 

Naturally, all grades of amorphous silica 
are not identical. The finest grade I have 
examined was a dead white powder with 
a very soft texture, which passed easily 
through a silk cloth having 200 meshes 
per linear inch. Although somewhat denser 
than light magnesium carbonate, the ma- 
terial is extremely light and possesses ex- 
cellent covering powers, in both of which 
respects it is superior to the best grades 
of kaolin I have examined. Still more 
remarkable are its powers of absorbing moisture. One 
sample absorbed over one-and-a-half times its weight 
of water before a mud was formed. 

Amorphous silica, then, is a very good face powder 
constituent; and can be used, if a very light product 
is desired, in quite massive amounts. Moreover, its em- 
ployment obviates the use of magnesium carbonate. 
This substance is generally added to powders in order 
to make them light and fluffy, and is a useful con- 
stituent in which to mature the perfume. There is, 
however, one objection to its employment. It is capable 
of neutralizing the acidity of the natural secretions of 
the skin. Bacteria thrive more readily in alkaline than 
in acid media, and this natural acidity is Nature’s 
prophylactic against bacterial invasion. It is good to 
preserve it as far as possible.* 

Of the commoner constituents, starch calls for a few 
remarks. Starch has been objected to because, it is 
said, many women who powder their faces fail to 
remove the powder at night, and starch, being an 
organic body, may enter the pores and ferment. I 
fear that this criticism of women is true, at any rate 
as concerns working-class girls in my own country. 
No woman who buys a de luxe powder, however, is 
likely to be guilty of the crime of uncleanliness; and 
it is up to cosmetic manufacturers to insist on the 
universal employment of efficient cleansing creams. 
Starch, then, must be considered as an innocuous powder 
constituent, and it is a very useful one for producing 
bloom. Only rice starch, superior on account of the 
smallness of its granules, should be employed. 


Kaolin is a very useful basic constituent, of which 


* Several grades of amorphous silica examined, unlike the product 
described, were found to be very dense, and hence devoid of the 
feature of “‘fluffiness” which is so desirable in face powder con- 
stituents. Cerbelaud’s recent criticism (Formulaire de Parfumerie, 
vol. 2, Paris, 1933) of colloidal silica as having objectionable 
abrasive properties may apply to these, though further research on 
the question seems desirable before a definite opinion is pronounced. 
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a purified grade of colloidal type is to be preferred, on 
account of its lightness and excellent texture. Its 
creamy white color is also a useful character. It can 
be used in quite massive amounts, according to require- 
ments. Talc is another desirable material, as it gives 
the powder “‘slip.” Too high proportions should, how- 
ever, be avoided. Ten to fifteen per cent is a useful 
amount to employ. The product must be of the very 
best quality, free from ‘“‘shiners” and acid-soluble im- 
purities. Methods for the evaluation of talc have al- 
ready been ably described by Mr. Auch in a recent issue 
of THE AMERICAN PERFUMER (vol. 28, p. 245, July, 
1933). 


Five per cent or less of stearates are commonly added 
to increase the adhesiveness of the powder. Magnesium 
stearate is my own choice. Zinc stearate is much em- 
ployed in Great Britain, but is, I believe, frowned on 
in America, where certain unfortunate results believed 
to be due to its employment have been recorded. Alu- 
minum stearate is available, but makes no appeal to me. 
Titanium stearate is also now on the market, and has 
been recommended for cosmetic use. The only sample 
I have been able to obtain in my own country did not 
possess a texture suitable for its employment as a face 
powder constituent; and one would like to know more 
about its physiological properties before advocating its 
use. 


Other Constituents 


Other possible constituents can be dismissed in few 
words. Three indeed are enough. Don’t use them. 
Barium sulfate is still employed in some countries, but 
its use should be prohibited owing to the highly toxic 
character of the barium ion. Bismuth compounds are 
very heavy, very expensive, and possibly injurious. 
Orris root, much employed at one time for making 
“violet powder,” is little used today and practically not 
at all in America. It is said, in certain cases, to have 
given rise to dermatitis, the irone, apparently, being 
the toxic constituent. Moreover, its color is a drawback, 
and the powder has a tendency to become damp. Pre- 
cipitated chalk has nothing to commend it but its 
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cheapness. Moreover, it may dissolve in the acid secre- 
tions of the skin. 

The actual manufacture of face powder is relatively 
simple, providing efficient machinery is installed. It 
reduces itself mainly to the two operations of sifting and 
mixing, the grinding of the bulk of the materials being 
unnecessary, if, as is commonly the case, they are bought 
in the form of sufficiently fine powders. Grinding in 
of the coloring matters, if not with the whole bulk of 
the powder, at any rate with one of the constituents 
(e.g., the kaolin), is, however, very desirable. The 
questions of tinting and perfuming face powders will 
be dealt with in detail in a further contribution. 

Sifting should always be effected through silk cloths, 
as metal cloths give rise to endless trouble, owing to 
clogging. In the case of high class products, a double 
sifting may be given. The choice of mesh must be 
largely determined by the desired quality of the pow- 
der. Cloths having less than 100 meshes to the linear 
inch are of little use, and 120 is a more usual figure. 
For de luxe products, a final sifting through a cloth 
having 200 meshes to the linear inch is recommended. 

I understand that, in America, some manufacturers 
dispense with sifting, and adopt the plan of passing the 
already mixed powder through a hammer mill or other 
type of pulverizer, in which the particles are reduced 
to a very fine state of division. It has to be borne in 
mind, however, that the objects of sifting is not only 
to ensure the fineness of the powder, but also to re- 
move adventitious impurities. It is not, therefore, in 
my opinion, desirable to dispense with this process. 

Various types of sifting machines are on the market, 
the most satisfactory being those in which the cloths are 
horizontal. In one type, the cloth forms the bottom 
of a tray, which is oscillated to and fro, the passage of 
the powder through the sieve being facilitated by the 
presence of a number of rubber balls. In another type, 
much employed in Great Britain, the powder is brushed 
or blown though a horizontal, cylindrical sieve, which 
rotates about a horizontal axis. Machines are also made 
to effect both sifting and mixing, and can be obtained 
fitted with a spraying device for perfuming. 
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Packaging Machinery Group Meets 


HE Packaging Machinery Manufacturers Institute, 

at its semi-annual meeting in the Hotel Astor, New 
York, March 12, took steps to cooperate with the 
National Recovery Administration in the movement for 
reduced working hours and higher wages. 

The Institute approved a general plan submitted by 
two members of its Code Authority, R. L. Putnam and 
W. D. Kimball, which provides for a “sliding scale” of 
hours for the several brackets of labor. It proposes that 
unskilled labor work on a 30-hour week basis with 
an increase in the minimum wage, and that semi-skilled 
and skilled workers be employed 40 hours a week with 
no restrictions on overtime at the rate of time and 
one-half. 

The plan, designed to provide additional employment, 
and at the same time give the industry greater flexibility 
in the higher brackets of labor, will be submitted to 
code authorities in Washington. 

President H. H. Leonard opened the meeting with an 
address in which he outlined the task of preparing and 
securing approval of the code for the packaging ma- 
chinery industry, and introduced Alfred Waller, the 
Administration’s representative on the Code Authority 
of the Packaging Machinery Industry and Trade. It 
was voted to establish a Can Labeling and Can Casing 
Division of the Institute and to rescind previous action 
in the establishment of the Envelope Machinery Division. 

At a meeting of the board of directors prior to the 
general meeting, the following were elected members 
of the Code Authority: H. H. Leonard, vice-president 
and general manager, Consolidated Packaging Machinery 
Corp.; Roger L. Putnam, president, Package Machinery 
Co.; W. D. Kimball, Standard Knapp Corp.; Charles L. 
Barr, F. B. Redington Co., and C. H. Lambalet, New 
Jersey Machine Corp. 

It was announced that as a result of a mail ballot the 
following members of companies not members of the 
Institute were elected representatives on the Code Au- 
thority: Otto Horrix, president, Horrix Mfg. Co., and 
James G. Redner, treasurer, Battle Creek Wrapping 
Machine Co. 

A dinner was held following the meeting at which 
Col. George S. Brady, Deputy Administrator of the 
N. R. A., spoke on “How to Benefit Our Industry 
Through N. R. A. Fair Trade Practices.” 





Dr. Sherman Receives Nichols Medal 


Dr. Henry C. Sherman, Mitchill Professor of Chemis- 
try in Columbia University, received the William H. 
Nichols Medal of the New York Section of the Ameri- 
can Chemical Society in recognition of his achievement 
in vitamin research at a meeting March 9 in the 
Chemists’ Club, New York. The formal presentation 
was made by Prof. Victor K. La Mer of Columbia, 
chairman of the jury of award. Dr. John M. Weiss, 
chairman of the Section, presided. 

The Nichols Medal was founded in 1902 by the late 
William S. Nichols, of New York, for the purpose of 
stimulating original research in chemistry. Dr. Sherman 
was chosen for the honor after his findings had won 
worldwide recognition by showing that “chemistry, 
through nutrition, may raise the level of positive health 
and increase the average length of life.” 
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Essential Oil Imports and Exports 


HE essential oil import trade in 1933 was notable 

for the increased imports (quantity basis) of cassia 
and cinnamon, otto of roses, bergamot, citronella and 
lemon grass, lavender and spike lavender, lemon and 
orange oil as compared with 1932, also the continued 
decrease in imports of geranium and sandalwood oils, 
and the strengthening in value of a number of the 
oils, according to the Department of Commerce. Com- 
parison of imports of these products during 1931 and 
1933 follows: 


1931 1933 





Pounds Value Pounds Value 
Cassia andcinnamon 305,600 $218,100 409,800 $200,100 
Geranium 139,700 416,200 128,000 480,100 
Otto of rose (0z.) 19,977 209,102 33,146 205,393 
Bergamot 80,600 136,400 75,000 90,900 
Citronella aon d 
Lemon grass 1,026,800 389,200 1,865,400 662,700 
Lavender and spike 
lavender 279,600 499,600 270,200 384,700 
Lemon 347,000 216,000 271,000 161,000 
Orange 131,800 230,200 149,100 110,300 
Sandalwood 10,300 49,300 2,800 12,500 
Lime 41,500 215,300 
All other 2,925,100 1,289,800 2,853,400 886,500 
Total $3,653,902 $3,409,493 


Exports of miscellaneous American essential oils, 
which classification embraces such oils as sassafras, cedar- 


‘ wood, chenopodium, birch bark, wintergreen, worm- 


wood, erigeron, hemlock, and others, during 1933 were 
valued at $467,000, or $28,000 more than the pre- 
ceding year. The quantity exported remained practically 
stationary. While producers may derive some satisfac- 
tion from the apparent upward trend, nevertheless the 
trade still has a long way to go before it will reach the 
high figures registered during the period 1927 to 1929, 
when the sales of these oils abroad averaged approxi- 
mately $1,300,000 a year. 

Exports of miscellaneous American essential oils (ex- 
clusive of peppermint oil) including pine, orange, and 
lemon oils in the years 1922-1928 and excluding them 
thereafter, are shown in the following table: 


Year Pounds Value Year Pounds Value 

1922 1,056,000 $586,000 1928 . 4,069,000 $1,283,000 
1923 638,000 646,000 1929 . 2,180,000 1,246,000 
1924 1,098,000 828,000 1930 996,000 1,039,000 
1925 1,321,000 895,000 1931 1,363,000 782,000 
1926 3,067,000 1,125,000 1932 1,074,000 439,000 
1927 3,617,000 1,291,000 1933 1,069,000 467,000 





Chemists’ Club Nominates Officers 


A list of nominees for election as officers of the Chem- 
ists’ Club, New York, has. been made known by the 
nominating committee. The election is held by secret 
mail ballot, and all returns must be in on the Monday 
before the annual meeting. The nominees are as fol- 
lows: 

President, Lewis H. Marks; resident vice-president, 
Marston T. Bogert; suburban vice-president, Randolph 
T. Major; non-resident vice-president, Victor G. Bloede; 
secretary, Robert T. Baldwin; treasurer, Stephen J. 
White; and trustees for three years, William B. Thom 
and Arthur E. Wells. 
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Jasmone Constitution Finally Determined 


Experiments of Swiss and German Chemists 
Show it to be Double Unsaturated 


Monocyclic Ketone 


INCE Hesse in 1899 discovered the ketone with the 
formula C,,H,,0, which he termed “jasmone”, the 
industry has been content to utilize the result of 
his work without attention to the structure and com- 
position of this interesting ketone. Two papers have 
recently appeared from the pens of important European 
organic chemists which have resolved the question of 
the chemical constitution of this body. 
Working entirely independently, on the one hand L. 
Ruzicka and M. Pfeiffer, of the firm of 


aldehyde, malonic acid and levulinic acid by ozoniza- 
tion of jasmone. This result seemed to show that in jas- 
mone the same carbon frame exists which H. Staudinger 
and L. Ruzicka® found to be present in the active por- 
tion of Dalmatian insect powder, namely, in the ketone 
alcohol, pyrethrolon (Il). The formation of the three 
indicated derivatives of jasmone can be explained in the 
following way, according to which formula (I) would 
be assigned to jasmone: 


M. Naef & Co., Geneva, Switzerland, CH.-CH:CH:C . , ; s ; . 

‘ s ari,‘CHi:Chi-Ci.-CH, — FE . : 
represented in the United States by : : , CH.—COOH + CHO-CH,-CH, 
Ungerer & Co., New York, and on the C COOH 
other, W. Treff and H. Werner, of Heine \ 7 
6 Co., A. G., Leipzig, Germany, repre- Oy C : y : 

, ’ < - ss » ° xe) «= — > eq - ) 4 
sented in the United States by Heine & Hi, CC COOH 
Co., New York, arrived at the same con- CH,—CH, CH,—CH, 


clusion as to the structural formula of 
jasmone. Below are printed the substan- (1) 
tive portion of their papers, the extended 
experimental portions having been omitted for the sake 
of clarity and brevity. Those interested may, of course, 
study the experimental parts in the original papers. 

It should be noted that in the reprint of the paper by 
Treff and Werner, a printer’s error has omitted the 
double bond in the ring portions of the structural form- 
ulas in several instances. These have been corrected in the 
formulas as shown herewith—Harvey A. Seit, Px.D. 


Paper of Ruzicka and Pfeiffer’ 


A. Hesse* isolated a ketone C,,H,,O, a characteristi- 
cally smelling and up to then unknown substance, from 
essential jasmin flower oil in a quantity of about 3%. 
This was designated jasmone. This component of the 
oil, indispensable for the production of the jasmin odor, 
has not thus far been further analyzed regarding its 
structure. F. Elze states that he has detected jasmone 
by means of the semicarbazone with a melting point of 
201 to 202°, also in oil extracted from orange flowers* 
and in jonquil extract oil’. Regarding its constitution, 
F. Elze states in the second instance, it is true without 
experimental support, “that the jasmone moleclue has 
at least two double bonds, one of which is in the ring 
and the other in the side chain. It must belong to the 
same series as irone.” 

These assertions are only partially correct. Jasmone 
is a double unsaturated monocyclic ketone according to 
the molecular refraction as well as according to catalytic 
hydration and is not therefore connected closely with 
irone. We could prove the formation of the propionic 





‘Filed as sealed communication on May 12, 1927 at the Schweiz. 
Chem. Ges.; opened by the editorial board on September 26, 1933 
at the wish of the author. 

*B.32, 2616 (1899). 

* Die Riechstoffindustrie, 1926, 30. 

* Die Riechstoffindustrie, 1926, 181. 
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CH:CH-CH:CH-CH, 
CH 
CH,-CH CO 


CH.—CHOH 
- (II), 


Formula I of jasmone thus deduced, was further veri- 
fied by the investigation of the hydration products. 
With catalytic hydration by means of weakly active 
platinum black it is an easy matter to hold up the re- 
action after the addition of one molecule of H and the 
reaction product could be recognized as 3-methyl-2- 
pentyl-cyclopenten-1l-on (III). This ketone was manu- 
factured, for purposes of comparison, according to in- 
structions by H. Staudinger and L. Ruzicka’ and identi- 
fied with the hydration product by its melting point 
and mixture test of the semicarbazone and p-nitro- 
phenylhydrazone. In treating jasmone with more active 
platinum black (from platinum oxide) it was easily 
possible also to add a second molecule of hydrogen, 
whereby the 3-methyl-2-pentyl-cyclopentan-l-on (IV) 
also already produced synthetically by H. Staudinger 
and L. Ruzicka‘, which could again be identified by the 
semicarbazone and p-nitro-phenylhydrazone. : 

By these results the constitution of jasmone (I) is 
completely assured. Consentient with these results are 
also the findings of ozydation of jasmone with potas- 

‘Helv. 7,212 (1922). 

“We have here indicated this formula with the conjugated double 
bond in the lateral chain, but might emphasize that a certain 
obscurity still exists about the position of the double bonds in 
pyrethrolon; see in this connection the cited original essay. 

"Helv. 7,257, 1922. 

” Helv. 7,258, 1922. 
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stum permanganate, whereby porpionic acid, levulinic 
acid and succinic acid were produced. 

The typical odor of jasmone is also present in the di- 
hydro-product III, even if somewhat modified. Still 
further from the original odor is that of the tetrahydro- 
jasmone IV. Jasmone, therefore, takes a middle posi- 
tion. With reference to the significance of the carbon 
double bond in the quality of the odor, on the one side 
stand the violet ketones where the shade of the odor is 
strongly affected with the elimination of one double 
bond, and on the other side, for instance, the aliphatic 
terpene alcohols where, in the transition from geraniol 
to citronellol even a qualitative increase in the odor is 
observed. 


CH,,-CH,CH,-CH,-CH, 
e 
CH,-C CO 


CH,—CH, 
(111) 


CH..-CH,CH,- CH, CH, 
CH 
CH,—CH CO 


CH.,—CH, 
(IV) 


Paper of Treff and Werner 


The ketone C,,H,,O discovered by A. Hesse" in the 
essential oil of Jasminum grandiflorum as far back as 
1899 in the laboratories of Heine & Co., A. G., was 
termed “Jasmone” and was recognized as being the prin- 
cipal bearer of the jasmin odor. The importance of this 
is all the more striking as the quantities found in the 
essential oil only amounted to about 3%. If up to now 
one had not proceeded beyend the observations of the dis- 
coverer, this was due to the lack of material and the 
difficulties encountered in obtaining same. This diffi- 
culty has been overcome by the fact that several years 
ago the firm Heine & Co., A. G., placed at our disposal 
a large quantity of jasmin flower extract for experi- 
mental purposes. This extract was a product of the per- 
fume industry in the South of France. The essential oil 
produced therefrom by distillation with steam was 
brought to a fraction (d'°=0.990; B.pt.,-, 70—120°C.) 
by fractionation in a vacuum; in this phase the amount 
of jasmone had increased to about 20%. From 450 
grams of this fraction we were able to obtain 134 grams 
jasmone-semicarbazone in accordance with the methods 
of Hesse’®; this substance had the correct melting point 
of 204-206°. This melting point or point of decomposi- 
tion corresponds, according to our observations, with a 
uniform body. If the semicarbazone is dissolved in a 
sufficiently large amount of boiling methanol and par- 
tial crystallization is effected by gradual cooling and sub- 





* B. 32, 2617-2619 (1899). 
” 1.c., §. 2619. 
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sequent reduction of the solvent, only fractions which 
melt at 204-206° will be obtained. Only those last 
parts which remain after the complete removal of the 
solvent (about 4% of the entire amount) begin to sinter 
at about 195° and then begin to melt, as already stated 
above. Contrary to the supposition of Hesse, there can 
only be very small amounts of isomere semicarbazones 
present, if any at all. From the semicarbazone we iso- 
lated, also in accordance with Hesse, 100 grams of jas- 
mone, i.e., approx. 224% of the fraction used. 


100 


S. G. 0.9467 at 15°, @ = 


= + 0°; b. pt.s-e 108-110°. 


These data correspond with those given by Hesse. 
The ketone yields a semicarbazone melting at 204-206°, 
which is proof that the decomposition with sulfuric 
acid did not have a transposing effect. Besides the above 
mentioned data on jasmone, Hesse only gives the melt- 
ing point 45° of the oxime. 

From these data we could merely draw the conclusion 
that in jasmone we have a compound of cyclic struc- 
ture with presumably two double links. The question 
as to the position of these links as well as that of the 
keto group remained as yet unanswered''. We did not 
deem it advisable to ascertain the constitution of jas- 
mone by beginning with the oxydative separation on 
account of the large number of products of separation 
which would have to be expected. A clear aspect of the 
conditions could only be expected after a previous and, 
if possible, entire hydration of the body. 

An addition of hydrogen according to Skita'* led to a 
well characterized tetra-hydro-jasmone, richer by four 
hydrogen atoms. The separation of this with a 2% 
aqueous solution of potassium permanganate resulted in 
three characteristic products of separation, namely n- 
caproic acid, levulinic acid and an oxo-acid C,,H,,,O,,. 
The last of these will be seen to contain all the C-atoms 
of jasmone. It could be characterized as a keto-acid 
and could be split up into n-caproic acid and levulinic 
acid by the same oxydative separation. From these re- 
sults we deduced the constitutional formula I for the 
oxo-acid and the formula II for the tetra-hydro-jasmone 
as 3-methyl-n-amyl-cyclopentanon-(1) and confirmed 
same by synthesis. 


CH, 
CH 
H.C CO-C.H, 


H.C— -CO-OH 
(1) 


CH, 
CH 
H.C  CH-CH,-CH,-CH,:CH.-CH, 


H.C-—Co 
(II) 





" For the statements in the note of F. Elze (Riechstoff Industr. u. 
Kosmetik 1926, 181, Schimmel’s “Berichte” 1927, 239) experimental 
confirmation is lacking. 
 Skita, B. 45, 3579 (1912). 
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All further work was greatly aided by older publica- 
tions of Staudinger and Ruzicka’. When examining 
insecticides coptained in insect powder, these scientists 
arrived at a keto-alcohol called “pyrethrolon” which 
could be reduced to a “tetra-hydro-pyrethron”. Accord- 
ing to their tests this ketone is identical with 3-methyl- 
2-n-amyl-cyclopentanon-(I) and, therefore, also with 
tetra-hydro-jasmone. 


In analogy we were able to identify a dihydro-jasmone 
produced by hydration according to Paal™ as the 3- 
methyl-2-n-amyl-cyclopenten-(2)-on-(1) of Staud- 
inger and Ruzicka'®. The position of the one double 
link in the ring of the jasmone could thus be ascertained 
while that of the second, however, remained to be found 
in the long lateral chain. Only the oxydative separa- 
tion of the jasmone itself made it possible to find same. 
This separation was effected with a 1% aqueous solu- 
tion of potassium permanganate and yielded propionic 
acid besides the levulinic acid and most probably also 
acetic acid. Butyric acid, succinic acid, and glutaric 
acid were not noticed. Therefore, out of the four pos- 
sible formulae, only IV is likely: 


CH, 

Cc 
H.C. C-CH:CH-CH,CH,-CH, 
H,.C——CO (III) 


cH, 
/ 
c 
H.C C:CH,CH:CH:-CH, CH, 
H,.C——Co (IV) 
CH, 
C 
H.C. C-CH,CH,CH:CH‘CH, 
H.C-——-CO (V) 


CH, 
/ 
c 
/ 
H.C C-CH,CH,:CH,-CH:CH, 


H,C——Co (VI) 


Jasmone is, therefore, a 3-methyl-2-(n-penten-( 2’) - 
yl) -cyclopenten-(2)-on-(1). By proving this a mono- 
cyclic pentagonal structure the presence of this com- 
pound has for the first time been ascertained in essential 
oils. Interesting to note are the constitutional relations 
between jasmone and pyrethrolon. 





'® Helv. chim. Acta 7, 236 (1924). 
" B. 38, 1401 (1905). 
™ Helv. chim. Acta 7, 256-257 (1924). 
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Maison G. de Navarre, Ph.C., B.S. 





Trend Toward Softer Creams 


A recent impersonal survey made by the writer indi- 
cates that the trend in cosmetic creams is to the softer 
cream, rather than the previous hard creams full of 
waxes. Just exactly what this might mean to the manu- 
facturer is difficult to say as yet. It does mean though, 
that manufacturers of such creams will have to use 
special types of lids, to prevent spilling of cream dur- 
ing the removal of the lid, and to keep the lid clean. 
One of the easiest ways to make such a cream is to 
use the newer oxycholesterin bases, of which there are 
several types. Milled lanolin creams with high oil con- 
tent likewise will give the same type of cream. Cetyl 
alcohol creams fall in this category, and must be milled 
for best results. 


Cosmetic Survey 


A recent survey conducted by the writer among 
manufacturers as well as sales girls at toilet goods 
counters indicates that the public is buying liquefying 
cream over any other type of cleanser. Skin tonics are 
very popular and in good demand. Foundation creams 
are about medium. Combined skin food and massage 
cream are in great demand over other fancy named 
nourishing creams. Astringents as such, are somewhat 
passé. Toilet waters are in good demand. Unfor- 
tunately this survey was not extensive enough to war- 
rant a definite conclusion. However, it was indicative 
of the trend as noted from both the manufacturers’ and 
retailers’ point. 


Honey and Almond Cream 


One difficulty in making a lotion of this type is that 
tragacanth is often used together with triethanolamine 
or other alkali or both. When triethanolamine is used, 
it is almost necessary to use other mucilages than 
tragacanth. Quince seed slime is best for this, since 
quince slimes do not thin out and so cause separation 
in the finished emulsion after it stands for a while. 
More on this at a later date. 


Chlorthymol 


Contrary to published statements, chlorthymol breaks 
down in alkaline media, such as soap solution, in which 
it was originally recommended. Its solubility is lower, 
too, than it was supposed to be. Nor is it as powerful 
as some claim it to be. This writer finds that dilutions 
greater than 1:5,000 are not efficient germicides even 
in acid media, which was found to be most favorable 
to killing germs. 
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Thirteen Hundred at Drug Dinner 


IMING at an attendance of 1,000 which would 

have been a substantial increase over the previous 
high record, the annual Drug Trade Dinner, prominent 
feature of the country’s drug trade activities, drew a 
throng of 1,300 to the grand ballroom of the Waldorf 
Astoria in New York the evening of March 8. This 
crowd was a testimonial not only to the activities of the 
committee in charge and to the drawing power of such 
speakers as Lee Bristol and Postmaster General Farley, 
but perhaps more especially to Ray Schlotterer, secre- 
tary of the Drug, Chemical and Allied Trades Section of 
the New York Board of Trade, and his assistants, Miss 
Booth and Mrs. Hardy, who literally worked night and 
day to make the dinner a success. 

Following a reception of a little more than an hour 
during which guests endeavored to meet as many as 
possible of their friends and acquaintances in the huge 
crowd, the gathering sat down to one of Oscar’s mas- 
terpieces. Promptly on schedule chairman S. W. Fraser 
of the Section opened the program with a brief message 
on behalf of the Section and introduced Mr. Bristol. 
The toastmaster’s remarks were necessarily brief for he 
had but a few seconds in which to present Mr. Farley 
before the proceedings went on the air over a nation- 
wide NBC hook-up. 

Mr. Farley devoted the bulk of his address to a study 
of the record of recovery of the last year. Pointing out 
that the dates of last year’s and this year’s dinners vir- 
tually embraced the first year of the Roosevelt Admin- 
istration, he detailed the work which had been done by 
the Administration and pledged that continued efforts 
would be made by the Government to bring about not 
only real recovery but such measures of social reorgani- 
zation as might be necessary to consolidate the gains 


made in business and prevent the recurrence of serious 
breakdowns in the future. 

Mr. Bristol thanked Mr. Farley for his talk and 
pledged the gathering to the support of the President in 
his efforts to regain prosperity through organized co- 
operation. After an address by ‘Senator Ford,” a hum- 
orist of no mean ability, the guests of the Section who 
were seated on the dais were presented most felicitously 
by the toastmaster and the gathering broke up at a late 
hour. 





Planning for A.M.T.A. Meeting 


LANS are rapidly going ahead for the annual con- 

vention of the Associated Manufacturers of Toilet 
Articles, which this year will be held at the Waldorf 
Astoria hotel, New York, June 5, 6 and 7. The enter- 
tainment committee, headed by Charles E. Kelly, of 
Hagerty Bros. & Co., New York, has organized and 
started work on a program which it confidently be- 
lieves will be even better than those which have re- 
ceived such favorable comment in the past. 

Members of the committee who will serve with Mr. 
Kelly are E. W. King, Lorscheider-Schang Co., vice- 
chairman; W. C. Young, treasurer; W. P. Murray, 
Continental Can Co., assistant treasurer; A. C. Burgund, 
Carr-Lowrey Glass Co.; Charles Fischbeck, Ungerer & 
Co.; B. J. Gogarty, Rossville Commercial Alcohol Corp.; 
Edmund Hoffman, American Can Co.; Paul W. Hyatt, 
Brass Goods Mfg. Co.; W. E. Klaas, Chase Brass and 
Copper Co., Inc.; Karl Voss, Shoup-Owens, Inc. 

Plans for the business sessions are still in the forma- 
tive stage and no announcements can be made at this 
time. It is expected, however, that speakers of high 
reputation will discuss problems in which the entire 
industry is interested. 
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Wildroot’s New Canadian Plant 


Wildroot, Ltd., Fort Erie, Ont., the Canadian division 
of the Wildroot Co., Buffalo, N. Y., has leased a new 
large plant on Niagara boulevard, Fort Erie. This plant 
was formerly occupied by the Arner Co., and is ad- 
mirably fitted to house the activities of the Canadian 
Wildroot interests, affording ample room for expansion 
as sales are built up in Canada and throughout the 
British Empire. The company intends to service all 
British Empire business from this unit. All items now 
manufactured by Wildroot in the United States will 
be developed and sales built up through the Fort Erie 
unit. 


Goodrich in Larger Quarters 


Goodrich Cosmetic Co., Omaha, Neb., has moved 
to centrally located quarters in the Sunderland building, 
where sales office and display room in the heart of the 
retail section are now located. 

The Goodrich Cosmetic Co. was organized in 1927 
by J. E. Goodrich and manufactures a popular priced 
treatment line under the name “Ann Baker”. A branch 
office is located in Hollywood, Calif. Mr. Goodrich has 
been in the cosmetic field for more than 20 years, and 
up to 1927 was an officer of the Goodrich Drug Co., 
at that time owner of the “Velvetina” trade mark. The 
new venture has met with considerable success, and 
enjoys rapidly increasing distribution. 


New Portland Cosmetic Plant 


D. B. Kruse, manufacturer of beauty preparations in 
the Pacific Northwest, has set up a new beauty prod- 
ucts plant on the East Side of Portland, Ore., recently 
leasing the premises at 4514 Northeast Glisan street. He 
plans extensive production of his new line for distribu- 
tion in that region. 


Babbitt Buys “Wet Me Wet” 


B. T. Babbitt, Inc., New York, has acquired control 
of Wet Me Wet, Inc., that city, manufacturer of “Wet 
Me Wet,” a cleansing powder. The product will be 
distributed nationally and will have a place in a wide- 
spread advertising campaign which will be launched 
shortly by the company. 


Haskins Adds to Factory 


Haskins Bros. & Co., soap manufacturers, Omaha, 
Neb., have let a contract for an addition to their plant 
in that city. 
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Western Extract Plans Branch 


C. W. Johnson, of the Western Extract Co., Okla- 
homa City, contemplates opening a branch plant in 
Houston, Tex., in the near future. This company is 
both manufacturer and jobber. 


Joyce Explains Price Policy 


Speaking on the “restricted price policy” at a round 
table luncheon and discussion of the Sales Manager’s 
Bureau of the St. Louis Chamber of Commerce recently, 
John M. Joyce, director of sales for the Halitosine Co., 
told the group his company had evolved a policy which 
has proved effective in 
controlling resale price of 
trade-marked merchandise, 
and this during a period 
when the company, re- 
maining within its legal 
limits, has enjoyed no such 
benefits as may result from 
what the government was 
proposing to do. 

The Halitosine Co. has 
made an extensive survey 
of all retail outlets, Mr. 
Joyce said, the results of 
which have led them to 
believe that the wholesaler 
should rely less on con- 
sumer acceptance, “since it is just possible that the 
retailer can make or break a product.” 

“Having satisfied ourselves by this survey, as to the 
market for our product, also as to the merit of the 
product, we decided that the first thing we had to check 
was profitless selling,” Mr. Joyce said. “I am going 
to read you our price policy, copies of which are on 
file with the Trade Commission. 

"First: We will sell our merchandise only to those 
distributors who resell it at prices which allow a fair 
and reasonable profit. The interpretation of a fair 
and reasonable profit is our suggested resale list. 

Second: We protect the retailer in the distribution 
of our product by declining to sell direct to our retail 
distributor’s customers. 

‘Third: We refuse to sell our product to dealers 
who resell at prices which, in our opinion, do not carry 
a satisfactory margin of profit for such dealers. 

‘Fourth: We do not seek, nor will we accept, the 
assistance of any distributor, dealer or retailer, in the 
enforcement of our sales policy. 

Fifth: We request that our retail distributors sell 
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our product, ‘Halitosine,’ to their customers at specified 
prices. 

“Sixth: We do not seek, nor will we accept, any 
promises to maintain any particular prices. Any dealer, 
wholesaler or retailer is legally and morally free to 
sell ‘Halitosine’? which he may have on hand at any 
time, for any price he may choose. Nevertheless, we 
reserve the right to refuse any further business from 
any distributor who, in our opinion, employs mer- 
chandising methods which tend to demoralize the price 
of ‘Halitosine.’ ” 

Mr. Joyce explained that after the first offenders had 
learned that the company did enforce its resale policy, 
there was no further trouble about price cutting. He 
declared that dealers will not cut price if they know 
that the other fellow won’t do it—and especially when 
they know that the manufacturer is in earnest about 
policy. 


Miracle Chemicals Acquires Osborne Co. 


Miracle Chemicals, Inc., Los Angeles, maker of 
“Miracle Rub” shampoo and other hair preparations, has 
advised us that it has taken over the Osborne Co., of 
that city, and will continue to conduct the business as 
in the past. The Osborne Co. has been a manufacturer 
of perfumes and toilet preparations. 


New Tennessee Soap Plant 


Press reports indicate that a soap plant has been 
started in Morristown, Tenn., by R. M. Moore, of 
Morristown and R. C. McCarter, of South Carolina. 


Yardley’s Unusual Display 


A very unusual window display which is shown in 
the accompanying photograph was designed for Yardley 
& Co., Ltd., New York, by the famous theatrical de- 
signer and merchandising stylist, Norman Bel Geddes. 

This display was shown for the first time at B. Altman 





& Co., New York, late in February, and will appear 
in leading retail outlets throughout the country. 
It is in the form of five spiral shelves fitted with 


cylinders of glass and gunmetal. Its spiral shelves 
rotate at the rate of three revolutions a minute, giving 
an illusion of disappearing with the merchandise into 
space at the top of the central pillar. 


26 March, 1934 








Mosheim Plans Expansion 


Plans for the expansion of the business of Parfums 
des F. Millot in this country were made known by Albert 
Mosheim, head of the House of Tre-Jur, Inc., New York, 
upon his return here late last month after a five weeks’ 
trip to Europe during which he conferred with Millot 
officials in Paris. Mr. Mos- 
heim handles the American 
agency for the French 
house under the firm name 
F. Millot, Inc. 

An extensive advertis- 
ing campaign in national 
periodicals, already begun, 
is the first step in the ex- 
pansion policy. Following 
will be the introduction of 
several new products to 
the “‘crépe de chine” line 
here. These will be forth- 
coming within the next 
two months. 

During his stay in 
France Mr. Mosheim also conferred with principals of 
Les Parfumeries de Gabilla and Société des Industries 
Réunis, soap manufacturer, two companies whose prod- 
ucts he also sells here. While in Paris he witnessed the 
terrific rioting which took place in the heart of the city, 
but managed to keep clear of stray bullets and other 
missiles which made the streets unsafe for the non- 
combatant. A brief visit to England completed his visit 
abroad. 

Mr. Mosheim’s version of business conditions in Eng- 
land and France coincides with opinions expressed by 
other observers. England is in excellent shape, he said, 
with fine prospects for the future. However, ‘France is 
emerging from the depression slowly, but by the end of 
the year should be in excellent condition, according to 
Mr. Mosheim’s views. 


ALBERT MOSHEIM 


McKinney Advanced by Los Angeles Soap 


A fine promotion has been won by Paul McKinney, 
connected with the Los Angeles Soap Co. for the past 
12 years, and former manager at Seattle, Wash., for that 
concern. He has been appointed field supervisor on the 
Pacific Coast for the company, according to word from 
E. M. Finehout, sales and advertising director. Embraced 
in the territory under the direction of Mr. McKinney 
will be Washington, Oregon, Idaho, Montana, Wyom- 
ing, Colorado and Utah, where sales will be extended to 
the utmost in new plans now going forward. 


Armor Named to N.R.A. Board 


George M. Armor, vice-president of McCormick & 
Co., Baltimore, Md., manufacturers of flavoring ex- 
tracts, has been appointed resident member of the In- 
dustrial Advisory Board of the National Industrial Re- 
covery Administration. On this board with Mr. Armor 
are P. S$. du Pont, John Raskob, A. Lincoln Filene, Henry 
S. Dennison and others very prominent in large business 
enterprises. 

Mr. Armor has moved to Washington for the period 
of his assignment and will conduct his work there until 
early in May. 
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Gilbert Colgate Wins Bobsled Title 


Gilbert Colgate, of New York, set a new record to 
win the North American two-man bobsled champion- 
ship over the Mount Van Hoevenberg Olympic run at 
Lake Placid, N. Y., February 22. With Richard Law- 
rence, of Lake Placid, at the brake, Mr. Colgate was 
clocked in 7:57.31, two and nine-tenths seconds better 
than the old mark. His driving was remarkably con- 
sistent, and he had the fastest single heat of the day, 
1:58, only thirty-two one-hundredths of a second be- 
hind the record for a single heat. 


Deacon Now Bourjois Advertising Manager 


Bourjois, Inc., New York, has advised us of the ap- 
pointment of Eugene N. Deacon as advertising and 
sales promotion manager. Mr. Deacon formerly was as- 
sociated with the Curtis Publishing Co., and brings to 
his new connection a wealth of experience in the ad- 
vertising and merchandising fields. 


Wrisley Plant to Be Enlarged 


Ground has been broken for an addition to the plant 
of the Allen B. Wrisley Co., in Chicago, and the com- 
pany hopes to occupy the enlarged factory by May 10. 
The new building will be of one story monitor type 
construction with an enclosed switch track and will 
provide additional space of about 33,000 square feet. 
It will be devoted principally to the toilet preparations 
and cosmetics end of the growing Wrisley business. 


Jewel Tea Units Merged 


In issuing its report for the first period of 1934, the 
Jewel Tea Co., Inc., Barrington, IIl., announced the 
merging of Jewel Food Stores, Inc., a wholly owned 
subsidiary, with the parent company. An increase of 
10.89 per cent in sales of the Jewel Tea Co., Inc., was 
reported for the four weeks ending January 27. Total 
sales for that period were $1,214,762, as against $1,095,- 
422 for the same period in 1933. 


A Perfume and Silk Tie-up 


Another extremely clever merchandising idea has 
been devised by Lentheric, Inc., New York, in con- 
junction with Belding-Heminway-Corticelli, manufac- 
turers of silk prints. This is a direct tie-up between 
perfumes and silk print patterns, especially designed 
for the purpose. 

The illustration shows how this has been accom- 
plished. It is of the Lentheric “Le Numero Douze” 
perfume in two sizes and the perfumed eau de Cologne, 
now known as “Bouquet Lentheric,” in the same odor, 
against a background of the Belding-Heminway-Corti- 
celli new print “Le Numero Douze” especially designed 
to accompany the perfume. 

This idea will be capitalized in window and interior 
displays in prominent department stores and retail out- 
lets throughout the country, the New York display 
having been held at Altman’s beginning March 9. 


The leading odors of the Lentheric line have each 
been made the subject of a striking design by artists 
of the silk company. In addition to “Le Numero 
Douze” as shown, the following odors and patterns have 
been devised. ‘Foret Vierge”, a tracery of leaves and 
twigs; ‘““Asphodele”, a pattern of gardenias against a 
choice of background shades; ‘‘Miracle”, bright colored 
modern nosegays posed against a white background; 
“Au Fil de Eau”, sprays of lilies of the valley pat- 
terned against leaves; “Lotus d’Or”, graceful groups of 
lotus flowers and leaves against a variety of backgrounds 
on which is played a pattern of wave-like lines. 

Following the elaborate displays which have featured 
the merchandising of this line of perfumes, the new idea 
of a fabric tie-up has already proven its popularity in 
the stores in which it has appeared. It has especially 
met with approbation of the department buyers. 
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Joins R. B. Semler, Inc. 


Gager Wasey, son of L. R. Wasey, chairman of the 
board of Erwin, Wasey & Co., advertising agents, New 
York, has been appointed advertising manager of R. B. 
Semler, Inc., New York, manufacturer of “Kreml” 
hair tonic and other products. Mr. Wasey was formerly 
with Bost, Inc., New York, manufacturer of tooth 
paste. 


To Distribute Russian Liquors 


Zonite Products Corp., New York, reports that it 
has arranged with the Amtorg Trading Corp. for the 
exclusive agency for all Russian wines, liquors and 
spirits that will be imported into this country. Distri- 
bution will be through the Towers Wines & Spirits 
Corp., a wholly owned Zonite subsidiary. 

The Zonite company has reported for 1933 a net 
profit of $371,552, after interest, depreciation, taxes 
and other charges and including $55,281 profit on 
trading in commodity futures. This was equal to 45 
cents a share on 822,747 capital shares, excluding 
22,809 treasury shares, and compared with $563,400, 
or 69 cents a share on 817,209 shares, excluding 28,347 
treasury shares, in 1932. 


Marly’s New Showroom 


One of the most handsomely appointed office suites 
we have visited in some time is the new headquarters 
of Les Parfums Marly, Inc., in Le Maison Frangaise, 
Rockefeller Center, New York. Especially attractive is 
the showroom, a view of which is presented herewith. 

Pleasingly modernistic, the room is tastefully done 
in a soft Nile green wall paper, with trimmings in gold- 
colored metal strips. The luxurious furniture is of the 





same motif. The show cases are outstanding. These 
are constructed of white maple and also are trimmed 
with the metal bands. Harsh light reflections are elim- 
inated by the use of spotlights from the side walls and 
“rose” mirrors in the rear of the cases which provide a 
soft background. The room is a creation of Leon Vart, 
of New York, an internationally known interior deco- 
rator. 
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Hershfield Now with Chatham 


Walter Hershfield, who for some years has been 
prominent in the cosmetic industry, has been appointed 
general sales manager of Chatham Cosmetics and Drugs, 
Inc., New York. Along with the “Chatham House” 
line, he will have charge of the “Barbara Bruce” and 
“Catherine Corté” lines. 
Mr. Hershfield is well 
known to department and 
chain store buyers, as 
well as drug wholesalers 
throughout the country. 
For some years he was con- 
nected with V. Vivaudou, 
Inc., and later with Mc- 
Kesson & Robbins, and 
more recently has been 
vice-president and direc- 
tor of sales of Lucille 
Fields Co. 

B. Herbert Mandle has 

Water HERSHFIELD been appointed Southern 

representative; N. J. Ull- 
man, California representative, and Andrew T. Smiley, 
representative of the company in Oregon, Utah, Wash- 
ington, and Idaho. They will work under Mr. Hersh- 
field’s immediate direction. 

Some new and unusual toiletries packages are in the 
course of preparation to supplement the various lines 
handled by the company. 





Hair Tonic Company Resumes 


The manufacture of “S & S” hair tonic, a product 
made in Lexington, Ky., for a period of 25 years until 
the S & S Hair Tonic Co. ceased operations four years 
ago, has been resumed at the firm’s new location at 
107 Church street. Announcement of resumption of 
manufacture and plans for distribution was made by 
Charles T. Warren, head of the recently organized 
company, which has obtained rights for distributing 
the tonic throughout the Northeastern section of the 
United States. 

Judge J. A. Creech, of Danville, owner of the § & S 
Hair Tonic Co. since 1928, will continue as head of the 
manufacturing unit under the plan for resuming opera- 
tion, according to Mr. Warren. Plans call for restoring 
the large trade once enjoyed by the company and for 
the establishment of large laboratories here for the 
manufacture of the tonic as the firm’s business im- 
proves. 

Removal of the § & S$ headquarters and manufac- 
turing plant from eastern Kentucky to Lexington oc- 
curred early in the Twentieth century. Sam Wells is 
in charge of the new laboratories on Church street. 
Eugene Wilhelm has been appointed salesman for Lex- 
ington and vicinity, and H. A. Young has been named 
representative for the Cincinnati territory. 


Seattle House Offers Prize Cruises 


Furthering the sale of perfumes and face powders, 
the Godissart Perfume Co., Seattle, is cooperating in a 
large cruise contest to send “girl friends” on Southern 
cruises with “merit coupons” given in exchange for 
patronage. 
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Fitch Expands Export Department 


Taking advantage of improved world conditions and 
the favorable rate of exchange in many foreign coun- 
tries, the F. W. Fitch Co., Des Moines, Ia., has expanded 
its export department. C. Toral, formerly of Havana, 
Cuba, and New York, has been appointed manager and 
will have charge of all 
foreign sales promotions. 
The company plans to 
make an aggressive bid for 
export business with its 
hair tonic and shampoo in- 
to South Africa, India, 
China and the _ Latin 
American countries. Where 
the Fitch preparations al- 
ready are known—Hawaii, 
Philippines, Porto Rico 
and the Canal Zone—there 
is also to be an increase 
in sales effort. 

Mr. Toral was born in 
Madrid, Spain. He moved 
with his family to Havana when he was 14. He was 
educated in Havana, and received his degree of bachelor 
of letters and sciences from the Instituto de Segunda 
Ensenanza. Later he took special work at the Uni- 
versity of Havana. 

His first executive position was with the Cuban Rail- 
road Co. at Camiguey. He resigned his position in the 
general offices to come to the United States to learn 
modern American business methods. One of his first 
positions in this country was in the export department 
of John Boyle & Co., New York, since which time he 
has been afhliated with other important export concerns. 





C. Tora 


uality Products Renovates Plant 
y 


Quality Products Co., Inc., 382 Jefferson street, 
Brooklyn, N. Y., has completely renovated its plant. 
The new showroom includes a complete display of its 
‘“Harmonique” and “Kew-Pee” lines of cosmetics, as 
well as chairs for facial demonstration purposes. The 
offices of Max C. Fogel, president, and his three sons 
are harmoniously furnished in the modern manner. In 
keeping with the general trend, the “Kew-Pee” line 
has also been redesigned with smart new labels and at- 
tractive containers. 


Soap Company’s “Laundry School” 


Under the aegis of Mrs. G. Buck, of the White King 
Soap Co., and through the assistance of Mrs. Betty Soden, 
laundry equipment expert, the Bon Marche, popular de- 
partment store of Seattle, recently staged a ‘Laundry 
School” for Seattle shoppers and housewives, to banish 
“blue” Monday, further the sale of soap products, and 
enlighten the housewife as to the merits of soap prod- 
ucts. 


Barclay Chemical Moves 


Barclay Chemical Co., Inc., has recently moved its 
office and warehouse to new and larger quarters in the 
Holland Plaza building, 75 Varick street, New York. 
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Opens Branch in St. Louis 


National Laboratories Co., New York, manufacturer 
of toilet preparations, has leased the first floor in the 
building at 1905 Washington avenue, St. Louis, where 
a branch office will be established. The new quarters 
consist of 3,000 square feet of space. 

The company whose headquarters were formerly lo- 
cated in Akron, O., now maintains its principal office 
and showroom at 13 East 30th street, New York. Fea- 
turing finger wave lotions, the firm also puts out a 
“monogram” line of cosmetics. These packages may 
be said to be made to the customer’s order, since her 
initials are placed in large gold letters on the black metal 
containers. 


Mineralava in New Quarters 


Mineralava Laboratories, Inc., manufacturer of 
“Mineralava” beauty clay, has leased larger quarters at 
3§ East 20th street, New York. The company formerly 
was located at 20 West 22nd street. A complete line 
of lotions and creams has been placed on the market 
under the “Mineralava” trade mark and will be dis- 
tributed through department and chain stores. 


American Lanolin Appoints Innis, Speiden 


The American Lanolin Corp., Lawrence, Mass., has 
advised us that it has appointed Innis, Speiden & Co., 
New York, sales representative in the New York and 
Philadelphia territories. Stocks will be carried in both 
cities so that prompt deliveries to the cosmetic and 
pharmaceutical trades may be made. 


“Cutex” Introduces Shade Selector 


The Northam Warren Corp., New York, has intro- 
duced a new merchandising idea, the “Cutex” color 
selector, an attention-getting device for the toilet goods 

— counter, which helps cus- 
tomers select the nail pol- 
ish shades which best suit 
them. 

The base is moulded 
plastic, surmounted by a 
finger rest. Over the 
finger rest is a disk which 
contains transparent, nail 
shaped sections, that show 
the six fashionable 
“Cutex” colors. By put- 
ting a finger on the rest 
and rotating the disk, the 
customer can see just how 
each shade of ‘“Cutex” 
would look if applied to her own finger nails. 





Face Beautiful Co. Reorganized 


The Face Beautiful Co., Inc., Detroit, has taken over 
the assets of the Hands Beautiful Co. as of January 1. 
The new company will continue to use the name of the 
former one on its preparations for the hands. Joseph 
H. Moore is president and treasurer of the new company, 
O. H. Keller, vice-president, and William Essery, secre- 
tary. Offices are located in 1044 Penobscott building. 
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Three Admitted as T & B Partners 


Thurston & Braidich, New York, has advised us of 
the admission to partnership of Edward S. Buckley, 
Charles F. Walden and Charles R. Rosevear, Jr. 

The firm was organized in 1856 as Haskell, Merrick 
& Bull. Ten years later 
Messrs. Haskell and Bull re- 
tired and Mr. Merrick con- 
tinued the business under 
the name T. B. Merrick & 
Co. The late William R. 
Thurston entered the firm 
in 1876, and the late A. F. 
Braidich in 1880, and upon 
Mr. Merrick’s retirement in 
1884 the firm style was 
changed to that which the 
house now bears. The late 
James G. Shaw entered the 
employ of the firm in 1872 
and became a partner in 
1879. Three years later 





J. Epwarp YOUNG, Jr. 





Epwarp S. BUCKLEY 


J. Edward Young, Jr., joined the house and was made 
a partner in 1890. The same year Charles R. 
Rosevear entered the employ of the company. Mr. 
Braidich died in 1902, and in 1905 Mr. Rosevear be- 
came a partner. Upon the death of Mr. Shaw in De- 


Drury Representing Thurston & Braidich 


A. C. Drury & Co., Inc., Chicago, has advised us 
that it has completed arrangements for representing 
Thurston & Braidich, of New York, in the Chicago 
territory on gums and vanilla beans. Stocks of the 
standard grades of these products will be available in 
the new Drury quarters which are admirably suited for 
carrying materials of this kind. 

The addition of the Thurston & Braidich line, which 
includes vanilla beans, tonka beans, gum arabic, gum 
tragacanth, gum karaya, and a recently added line of 
varnish and lacquer gums, further rounds out the line 
of raw materials which the Drury organization is of- 
fering in the Chicago and Mid-West territory. 


Soap Sculpture in Oklahoma 


Citizens of Blackwell, Okla., led by Miss Hazel 
Rollins, recently had a display at the local public library 
of soap carvings. The soaps were skillfully colored. 
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CHARLES F. WALDEN 


cember, 1920, Mr. Young and Mr. Rosevear formed 
a new partnership under the old name, Thurston & 
Braidich. They remain as continuing partners. 

Mr. Buckley has been associated with the house for 
more than 30 years, and for the last 16 years has been 
in charge of the vanilla bean department. He is one of 
the outstanding men in the 
vanilla bean trade, and is 
recognized as an authority 
on this article. 

Charles F. Walden has 
been in charge of the new 
line of varnish and lacquer 
gums which was added to 
the other lines about two 
years ago. He has had more 
than 15 years of experience 
in the importation of gums, 
and has made a considerable 
study of their various uses. 
He is well known especially 
in the varnish and lacquer 
CHARLES R. ROsEveEarR industries. 








CHARLES R. ROSEVEAR, JR. 


Charles R. Rosevear, Jr., started with the intention 
of pursuing a career in aviation, and obtained a 
pilot’s license, but decided to give up this vocation 
to enter the firm with which his father has been asso- 
ciated for so many years. 


Warren Represents Standard Specialty 

Standard Specialty & Tube Co., New Brighton, Pa., 
has advised us that H. T. Warren has been appointed 
Eastern sales representative. Mr. Warren is located at 
122 East 42nd street, New York; telephone LExington 
2-9881. He succeeds E. C. Baldwin who has repre- 
sented the company in this territory for 30 years and 
who retires at his own request. Mr. Baldwin will still 
be associated with Standard as a special representative. 


Honors for Alphonse Morel 


We have learned with pleasure of the election of 
Alphonse Morel as honorary member of the Committee 
of Foreign Commerce of France. Mr. Morel is one of 
the principals of the house of Lautier Fils, Grasse. He 
has always been active in the promotion of foreign 
trade, having been councillor of foreign commerce of 
the Alpes Maritimes and a member of other bodies inter- 
ested in foreign commerce. 
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B. M. Douglas, Jr., Leaves Bourjois 


Bernard M. Douglas, Jr., until recently advertising 
director of Bourjois Sales Corp., New York, has become 
associated with the Redfield-Coupe advertising agency, 
New York, in the capacity of vice-president. 

Mr. Douglas had been connected with the Bourjois 
organization for the past 17 years. During his asso- 
ciation with the company it became one of the country’s 
outstanding national advertisers in the cosmetic field, 
not only in the extent of the advertising, but also in 
the results which have been achieved in terms of dis- 
tribution and sales. 


Named Marion Lambert Sales Head 


William I. Mills, for several years Eastern representa- 
tive of Marion Lambert, Inc., St. Louis, manufacturer 
of “Dew” deodorant, has been appointed general sales 
manager of the company. Ray J. Delles, who has served 
as Chicago and Miswestern representative, was promoted 
to the office of assistant sales manager at the same time. 


Ungerer to Reopen Boston Office 


Ungerer & Co., New York, importers, agents, and 
distributors of essential 
oils and synthetic aromatic 
chemicals, has just com- 
pleted arrangements for 
the re-opening of its Bos- 
ton office, April 1. The 
ofice will again be in 
charge of George R. 
MacDonald, who is well 
known to the Boston 
and New England trade, 
because of the seven years 
spent in that territory 
prior to the closing of the 
office in September, 1932. 

The new office will be George R. MacDoNnatp 
located in the Statler 
office building, one of the most convenient in Boston. 


Mason Joins U.S.I. 


J. Tenney Mason has been appointed assistant to the 
president of the U. S. Industrial Alcohol Co., New York, 
effective February 15, according to Charles S$. Munson, 
president. All of the company’s activities in the molas- 
ses business will be under the supervision of Mr. Mason 
who is now in Cuba inspecting the properties and plants 
of the company. Mr. Mason, a Swarthmore graduate, 
joins U.S.I. after serving over 18 years with E. I. du 
Pont de Nemours & Co., Inc. He will have his head- 
quarters in the executive offices in New York. 





A.P.L.I. Appoints Chicago Representative 


A. E. Mullen, president of American Perfumers’ 
Laboratories, Inc., New York, has advised us of the 
appointment of R. F. Morenus, 227 West Huron street, 
Chicago, to supervise sales in the Chicago and Mid- 
West territory. Mr. Morenus is very well known and 
highly regarded in the trade in that section of the 
country, and his friends wish him every success in 
this new connection. 
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Haarmann & Reimer’s 60th Anniversary 


The house of Haarmann & Reimer, Holzminden, Ger- 
many, this year celebrates the 60th annivérsary of its 
founding, and a very attractive souvenir booklet and 
catalog has been issued in commemoration of this event. 

It was in 1874 that the late Dr. Wilhelm Haarmann, 
one of the pioneers in syn- 
thetic aromatic chemistry, 
organized his own com- 
pany, the first firm de- 
voted exclusively to the 
production of synthetic 
aromatic chemicals. Short- 
ly before that time, in 
collaboration with Dr. 
Ferd. Tiemann, he had in- 
vented a process for the 
manufacture of synthetic 
vanillin. It was on the 
basis of this process that 
the initial venture was 
established, and synthetic 
vanillin was its first prod- 
uct. Two years after its organization, Dr. Haarmann 
succeeded in perfecting a new process which materially 
reduced the price of vanillin, and greatly aided in the 
development of the business. In that year he became 
associated with Dr. K. Reimer, also an eminent chemist, 
and the business partnership resulted which was known 
as Harrmann & Reimer. 

Under Dr. Haarmann’s energetic direction, this busi- 
ness developed very rapidly, and new products origi- 
nated by him and by Dr. Reimer were added to its 
expanding line. Among these one of the most im- 


THe Late Dr. 
WILHELM HAAaRMANN 


portant was “Ionone,” which the firm developed and 
introduced in 1893. 

Dr. Haarmann continued as active head of the busi- 
ness for more than 50 years, supervising not only tech- 
nical developments, but also the expansion of sales of 
the company’s products in all parts of the world. He 
was active in the technical end of the business until his 
death, which took place three years ago this month. 

Products of the company have been well known in 





PART OF THE HOLZMINDEN PLANT 


the United States for many years, and since 1927 repre- 
sentation has been in the hands of van Ameringen- 
Haebler, Inc., New York, whose efforts have created a 
large demand for Haarmann & Reimer products. 
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Ralph H. Speed 


Ralph H. Speed, for the last ten years representative 
of the Northam Warren Corp. in Europe, died in Lon- 
don, England, February 16. Mr. Speed was a vice- 
president of the Northam Warren Corp., and made his 
headquarters in the Paris office, where he kept in close 
touch with the trade throughout England and the 
Continent. He was an Englishman by birth, but had 
resided in France during the last fifteen years. 

During the war he was a captain of cavalry in the 
British army. He joined the Northam Warren Corp. 
in 1924. Prior to that he was associated with Erwin 
Wasey & Co., in the Paris office, and later with Société 
Européené de Publicité, an important French advertising 
agency. 


Earl King 


Earl King, sixty-three years old, wholesaler of barber 
supplies for thirty years in Oklahoma City, died in the 
office of his store from a heart attack on February 27. 
He was formerly manager for A. Halverson Drug Co., 
Oklahoma City. 


Eddy Palmer 


Eddy Palmer, president of Solon Palmer, perfumers, 
New York, died at his home in that city February 25. 
Mr. Palmer was born in Cincinnati, O., September 28, 
1857, a son of Solon Palmer who had organized the 
business, then located in Cincinnati, in 1847. The 
business was moved to 
New York about 1870, 
and Mr. Palmer completed 
his education at the Cen- 
tenary Collegiate Institute 
at Hackettstown, N. J. 
After graduation he imme- 
diately entered his father’s 
business, and for more 
than fifty years devoted 
his attention to its affairs. 

During the last few 
years he has gradually re- 
linquished active manage- 
ment to his two sons, but 
retained until the end his 
keen interest in the com- 
pany and its activities, and held the title of president. 
It was largely due to his energy and initiative that the 
business made rapid progress from the small beginning 
which his father had made. Upon his father’s death 
in 1903 he became head of the company, and it was 
then that the enterprise rapidly assumed a place in the 
forefront of American perfume and cosmetic establish- 
ments. For some years Mr. Palmer was active in asso- 
ciation work, and served as a member of the executive 
board of the Manufacturing Perfumers Association, now 
the Associated Manufacturers of Toilet Articles. 

Mr. Palmer leaves a widow, two sons, Solon Palmer 
and Lubin Palmer, of New York, who are now active 
heads of the business, and two daughters, Mrs. James O. 
Boone, of New York, and Mrs. J. Warren Coleman, of 
Cleveland, O. Funeral services were held at his home 
February 28. 





THE Late 
Eppy PALMER 
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William Peet 


William Peet, one of three brothers who established 
the Peet Brothers Manufacturing Co., Kansas City, 
Mo., which became a part of the Colgate-Palmolive-Peet 
Co., died the night of March 4, at his home in Beverly 
Hills, Calif. Mr. Peet was eighty-seven years old and 
had outlived his partner 
brothers, W. Jesse Peet and 
Robert Peet, several years. 
From a modest and frugal 
start the Peets built a vast 
business that made their 
name known to housewives 
in every part of America. 

William Peet was born 
at Chatteris, England, 
March 25, 1847, and came 
to American soil with his 
brothers when he was 15 
years old, in 1862. For a 
few years they worked in 
a soap and candle factory 

WILuiAM PEET in Cleveland, O., where 
they learned to make soap that was soon to build their 
future and fortune. 

They established the Peet Brothers Manufacturing 
Co. in Kansas City in 1872. A small building at the 
river’s edge on Delaware street served their purpose. 
There they stirred by hand, over a fire, the grease and 
lye mixture for their soap. They took pride in their 
work and shaped each cake neatly and thus found a 
ready market by selling it door-to-door. From this 
modest and thrifty start their business was successful 
and a larger plant was built, which burned in 1908, and 
was replaced with the huge plant in Kansas City, Kan. 

Mr. Peet, as chairman of the board of the company, 
in 1907 retired and moved to California where he had 
lived since. The company established a plant at Beverley 
Hills, Calif. The first merger of the company occurred 
in 1926 with the Palmolive Co., and then later the two 
merged with Colgate & Co. 

Surviving are the widow, Mrs. Lottie M. Peet; a son, 
Albert W. Peet, of Kansas City, Mo., and honorary 
chairman there of the Colgate-Palmolive-Peet Co.; and 
four grandchildren, Mrs. Gus D. Welch and Herbert O. 
Peet, both of Kansas City; Mrs. Cady L. Daniels, of 
Colorado Springs, Col.; and Frederick H. Manter, of 
Oakland. Funeral services were held March 7. Burial 
was at Los Angeles, Calif. 





THE LaTeE 


C. I. Togstad 


C. I. Togstad, founder and head of The C. I. Togstad 
Co., Kokomo, Ind., died early this month at his home 
in that city. Mr. Togstad was 43 years old. He had 
been associated with the manufacture and sale of soaps, 
toilet preparations and allied lines throughout his busi- 
ness career, having held important positions with the 
W. T. Rawleigh Co., Freeport, Ill., T. M. Sayman Co., 
St. Louis, Lazell, Perfumer, Newburgh, N. Y. and more 
recently with the J. R. Watkins Co., Winona, Minn. 
In 1924 he founded his own company in Chicago and 
three years later moved to its present location in 
Kokomo. It met with marked success under his ener- 
getic direction. 
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Francois Chauvet 


We record with regret the death of Francois Chauvet 
which took~-place in Marseille, France, February 16. 
Mr. Chauvet was sixty years old. 

Educated as a pharmacist, he practised that profession 
for some years, but at the outbreak of the war he be- 
came associated with Jean Gras, and, with other asso- 
ciates, they took over the lavender oil distilleries of 
Schimmel & Co. located at Barréme. This they operated 
with considerable success, and after the death of Mr. 
Gras, who was killed in an automobile accident in 1919, 
Mr. Chauvet became owner of the plant which he op- 
erated as Chauvet & Co., in close alliance with Fritzsche 
Brothers, Inc., New York. 

When F. E. Watermeyer, president of Fritzsche 
Brothers, Inc., took over the Parfumeries de Seillans in 
1928, Mr. Chauvet became one of the partners and 
acted in that capacity until last year when he retired 
from business, being succeeded by his son, Pierre, and 
continuing to reside in Barréme, where he owned ex- 
tensive properties, and making frequent trips to Mar- 
seille where several of his children lived. 

Mr. Chauvet leaves a widow, two sons and two 
daughters. Funeral services were held on February 17, 
and he was buried in the midst of the lavender fields 
of Barréme, with which he had so long been associated. 


H. L. G. Dalrymple 


Henry L. Gage Dalrymple, president of Trade Labora- 
atories, Newark, N. J., died in the Beth Israel Hos- 
pital, Newark, March 13 after an illness of about three 
weeks, 

Mr. Dalrymple was born in Wisconsin 58 years ago, 
but at an early age moved to Pennsylvania. He was 
educated as a pharmacist in the College of Pharmacy 
at the University of Maryland in Baltimore, and served 
in his professional capacity with prominent Fifth ave- 
nue stores. In 1910 he became associated with J. C. 
Brush, and together they founded the Trade Labora- 
tories for the manufacture of private brand prepara- 
tions in the cosmetic and drug field. Mr. Dalrymple 
was unmarried, but two brothers, residents of West 
Allis, Wis., survive. Funeral services were held March 
15 at the Home for Services, 160 Clinton avenue, 
Newark, N. J. Many friends and business associates 
were present and many tributes of beautiful flowers 
were testimony to the esteem and regard of all who 
knew him. 


Clifford C. Boone 


Clifford C. Boone, for twenty years representative of 
the American Can Co., New York, in Detroit and New 
York, died February 18 when an automobile in which 
he was riding crashed into a telephone pole near Daytona 
Beach, Fla. He was fifty-eight years old. 

Strangely, Mr. Boone died in the same manner as did 
his brother, Edward Boone, two years ago. The latter 
drove his car into a loading platform and died a few 
minutes later. 

Mr. Boone, who was a direct descendant of Daniel 
Boone, was born in Milford, O. He lived in Chicago 
with his wife and son, Daniel C. Boone, who, with a 
brother, Harry, survive. 
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Junior Owens 


Junior Owens, executive secretary of the American 
Bottlers of Carbonated Beverages, died unexpectedly of 
heart attack at his home in Washington, D. C., Feb- 
ruary 19. Mr. Owens, who was forty-nine years old, 
was a native of Benton Harbor, Mich., and was grad- 
uated from the University of Michigan in 1908. He 
had been engaged in newspaper work for several years 
in Chicago, St. Louis, Detroit and Cleveland. He leaves 
a widow, the former Miss Jeanette Reynolds, of Detroit. 


Walter B. Swindell, Sr. 


Walter B. Swindell, Sr., president of Swindell Broth- 
ers, Inc., Baltimore, Md., died March 13 at his home 
in Baltimore at the age of 83. The immediate cause 
of death was acute indigestion, but about ten days 
prior to his death he had a severe fall on the ice which 
kept him confined to his 
home. 

Mr. Swindell, who was 
one of the founders of the 
company over 60 years 
ago, was active in business 
practically up to the time 
of his death and daily ap- 
peared at his desk at the 
offices of the company. 
He spent the greater part 
of his life in Baltimore 
and its environs, and as a 
boy he was introduced by 
his father to Abraham Lin- 
coln. 

In the early days of the 
company, a number of things, such as window glass, 
as well as bottles were made; but as the concern de- 
veloped it specialized and later manufactured bottles 
exclusively. 

Throughout his career Mr. Swindell was active in 
civic and charity work in Baltimore and served for 
many years as director of the Nursery and Child’s 
Hospital. He was also chairman of the board of trustees 
of Grace M. E. Church, and was the only remaining 
member of the original board of thirty. Funeral services 
were held on March 15 at the church. 

Mr. Swindell leaves his brother, C. J. B. Swindell, 
one of the present principals of the company; one son, 
Walter B. Swindell, Jr., the other remaining principal 
of the company; and three daughters, Mrs. Claude 
Nuckols of Albany, N. Y., Mrs. C. H. Smith, Short 
Hills, N. J., and Mrs. R. Q. Baker, Coshocton, Ohio. 

The late William E. Swindell who was well known 
in the New York territory as manager of the New 
York office of the company, was also a son of Mr. 
Swindell. 


THe Late 
W. B. SwINvDELL, Sr. 


L. F. Thiessen 


L. F. Thiessen, 75, former owner of the Oshkosh Soap 
Co., Oshkosh, Wis., died February 7 at his home in 
Glendale, Calif. When he retired from business a num- 
ber of years ago, Mr. Thiessen had been owner of the 
soap works for about 50 years. He leaves his widow 
and three sons. 


March, 1934 33 





Frederick Eduardo Watermeyer 


Frederick Eduardo Watermeyer, for more than twenty 
years head of the essential oil house of Fritzsche Brothers, 
Inc., New York City, died in the Lenox Hill Hospital, 
New York, March 19 after an illness of several weeks. 

Mr. Watermeyer was born in Leipzig, Germany, July 
8, 1873, the son of Guillermo I. and Clara Traugott 
Fritzsche Watermeyer. He was educated in Germany 
specializing in pharmacy and upon graduation became 
connected with a prominent wholesale drug house in 
Naumburg. He remained there for some time, leaving 
to spend several years in France where he studied the 
manufacture of perfumery and laid the groundwork 
for his later success in the essential oil and allied fields. 
Returning to Germany, he accepted a position with 
Schimmel & Co., at Miltitz near Leipzig, and after a 
few years at the headquarters of that company he came 
to the United States in 1895 and joined the American 
branch, Fritzsche Brothers of New York. 

After a short time in the New York office, he went 
to Chicago, where he 
opened an office which be- 
came the Chicago branch 
of the house. Here his 
sales ability attracted fa- 
vorable attention and five 
years later he was brought 
back to New York in an 
executive capacity and be- 
came a partner in the firm 
in 1907. hes 

Upon the death of Carl 
Brucker, head of the 
American organization, in 
1913, Mr. Watermeyer’s 
outstanding ability and _ _ THE Late 
knowledge of the business F. E. WATERMEYER 
made him the logical choice to head the organization, 
and since that time he has been its active director, be- 
coming first president of Fritzsche Brothers, Inc., when 
the company was incorporated in 1919. He bought 
out the interests of the foreign partners becoming then 
virtually the sole owner of the business. 

Mr. Watermeyer was a member of Albion Lodge, 
F, & A. M., and of the Chemists’, the Drug & Chemical, 
Columbia Yacht and New York Athletic Clubs 
of New York and the Canoe Brook Country Club 
of Summit, N. J. He was for many years chairman of 
the essential oil committee of the Drug, Chemical & 
Allied Trades Section of the New York Board of Trade, 
Inc., and was active in the Essential Oil Association 
and other co-operative efforts for the advancement of 
the industry to which he devoted his business life. 

He leaves his widow, Margaret Watermeyer, a sister 
in Berkeley, California, and two sisters and a brother in 
Germany. Herman T. Fritzsche, chairman of the board 
of Schimmel & Co., and Dr. Karl Fritzsche, retired head 
of that house, who are first cousins, also survive. 

Funeral services were private and were held March 
22 at St. George’s Chapel in New York attended by 
close friends of the family in the essential oil trade and 
allied industries with whom he had for years enjoyed 
the most cordial and pleasant relations. 

A man of outstanding character and ability, of 
noble and charitable nature, the Editors of this journal 
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feel that they and the trade have lost a valued friend 
and counsellor whose place in their affections and in the 
industry will be difficult to fill. His devotion to the 
interests of his employees and associates in the company 
which he headed for so many years, are perhaps best 
expressed by the following tribute from F. H. Leon- 
hardt, first vice-president, and for many years Mr. 
Watermeyer’s close friend and associate: “Our firm 
has lost more than a president, every member of the 
organization feels that he has lost a personal friend. 
The success of our organization and the welfare of the 
employees are due to the wonderful character of this 
one man.” 


Willard A. Walsh 


Just as we go to press we learn to our regret of 
the sudden death on March 19 of Willard A. Walsh, for 
many years a prominent figure in the essential oil 
industry. In deference to the wishes of the family, the 
funeral services and cremation at the Kew Garden 
(L. 1.) Crematorium, were private. A widow, Gertrude 
Walsh, and a daughter, Mrs. Margaret Warner, survive. 

Mr. Walsh was born in the British West Indies in 
1879, the son of an English army officer. After being 
educated at Oxford he came to this country and for 
some years associated with the B. J. Johnson Soap Co., 
which later became the Palmolive Co. With Carl 
Schaetzer and Warren E. Burns he organized Compagnie 
Morana, manufacturers and importers of essential oils 
and aromatic chemicals, and was for a number of years 
the directing sales executive. 

In 1926 he disposed of his interest in Morana and 
formed the O’Brien Walsh Realty Co., which eventually 
became one of the leading builders of apartment houses 
in Long Island City. Later he acquired and re-organized 
the Marine Oil Corp., Long Island dealers in motor and 
fuel oils and oil burners. Early this year he re-entered 
the perfuming materials business when he purchased the 
controlling interest in Belmay Inc., 243 W. 17th street, 
dealers in essential oils, aromatic chemicals and similar 
products. 

Mr. Walsh had an exceptionally wide circle of friends 
and acquaintances in the cosmetic and soap industries; 
and his thorough knowledge of perfuming materials and 
their application made his co-operation much sought 
after. 


Charles Firmenich 


Charles Firmenich, father of Fred Firmenich, head of 
the house of M. Naef & Co., Geneva, Switzerland, died 
in that city March 3, at the age of 87 years. He was 
not associated with the Naef business which is conducted 
by his son and grandsons André and Roger, w ho are 
well known here through their frequent visits to Un- 
gerer & Co., New York, American agents for the house. 


Marcel J. Raffy 


Marcel J. Raffy, founder and head of Raffy Parfums, 
Inc., New York, died in Union City, N. J. March 14 
at the age of 33. Mr. Raffy was a native of France 
but came to this country with his brother at an early 
age and here established his business which met with 


considerable success. Funeral services were held from 
Schlemm’s Chapel, Union City, March 19. 
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Hewitt Soap Office Enlarged 


Martin F. Schultes, vice-president of the Hewitt 
Brothers Soap Co., Inc., Dayton, Ohio, has advised us 
that the New York offices of the company, of which he 
has charge, have been moved to another suite in the 
same building at 47 West 34th street. The change 
affords the company about four times the space available 
in the old quarters, and was necessitated by the steady 
increase in the company’s business. Mr. Schultes is 
exceptionally proud of the record which shows that 
business of the New York office has grown to the ex- 
tent that a move has been necessary every two years 
for the past eight years. 


Alsop Display at Wine Show 


Alsop Engineering Corp., New York, occupied a 
large booth on the main floor in the recent wine and 
liquor show at Grand Central Palace. During the week, 
thousands stopped at the Alsop booth to examine and 
ask questions about the numerous pieces of equipment 
on display. 

Various models of filters, open and closed top glass 
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coated tanks, mixers of all types and the vacuum bottle 
filling machine were among the machines on demonstra- 
tion. The operation of the bottle filler, which was 
working continually, filling 1,000 fifths every hour, 
attracted much attention. The Alsop corporation did a 
great deal of educational work at the show and made 
a number of valuable contacts. 


Lentheric Entertains Press 


“Bouquet Lentheric,” a new odor described as a day- 
time fragrance, was introduced by Lentheric, Inc., at a 
delightful party given to members of the press and 
others at its New York salon March 16. Miss Miriam 
Hopkins, noted stage and screen actress, was guest of 
honor and was presented with the first bottle of the 
new perfume. The affair was one of the largest and 
most ‘successful given in the trade in some time. 


Noxzema Moves N. Y. Office 


Noxzema Chemical Co., Inc., Baltimore, has moved 
its New York sales office to 225 Fifth avenue. It was 
formerly located at 122 Fifth avenue. J. T. Baylis, 
manager of the New York territory, is in charge of the 
office. 
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Theile Back from Western Trip 


F. C. Theile, president of P. R. Dreyer, Inc., New 
York, has returned from a business trip of seven weeks. 
He started with a tour of New England, then through 
New York state and into the Middle West, where visits 
were made in Cincinnati, St. Louis, Des Moines, Minne- 
apolis, Chicago and other 
important points. 

Mr. Theile reports that 
the results of his trip were 
very satisfactory, that he 
found business men gener- 
ally, and especially buyers 
of perfume raw materials, 
much more confident and 
optimistic than they have 
been in the past. He con- 
siders that the spirit of 
optimism is more pro- 
nounced in the Middle 
West than in the East, and 

eC Times reports that throughout 

that entire section, the 

business community looks forward to constantly im- 
proving conditions during the next few months. 


Northam Warren Shows Profit 


Net profit, after interest, depreciation, Federal taxes 
and other charges, of $404,610, equal, after $3 no par 
preference dividend requirements, to $1.49 a share on 
200,000 no par common shares, has been reported by 
the Northam Warren Corp., New York, and subsidiaries. 
This compares with a net of $527,173, in 1932. 


Soap Float in Mexican Carnival 


An unusually attractive float appeared in the recent 
carnivals in Mexico City, Mexico, that of Perfumeria 
Imperial Manufacturera de Perfumes y Jabones, S. A. 
The float was in the form of an ancient Maya temple, 





having a cake of soap on the altar in place of the idol. 
Surrounding the float were a number of men and women 
dressed in ancient Maya costumes. 


Chamberlain a New York Visitor 


J. Mark Chamberlain of The W. H. Bowdlear Co., 
Syracuse, N. Y., was a visitor to the trade in New 
York and vicinity for several days early this month. 
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Florasynth Opens Los Angeles Branch 


Florasynth Laboratories, Inc., New York, has advised 
us that a branch has been established at 706 North 
La Brea avenue, Los Angeles, Calif. The company’s 
rapidly expanding business on the Pacific coast, and the 
inability to take care of the demand for Florasynth 
products in southern California from the San Francisco 
office, made this additional branch necessary. 

As manager of the Los Angeles branch the company 
has selected Paul G. Fourman, who has a thorough 
groundwork in the essential oil and chemical industries, 
having been in the employ of J. Katz, father of Dr. 
Alexander Katz, now secretary and treasurer of the 
Florasynth Laboratories. Mr. Fourman was subsequently 
with C. B. Richard & Co., New York City, where he 
managed the export department, and made many trips 
to the Orient and Europe. 
In this connection he 
handled the sale and pur- 
chase of large quantities 
of chemicals, dyes and es- 
sential oils. Since 1922 he 
has been in the import 
business on his own ac- 
count, and has had busi- 
ness dealings with, and has 
traveled widely through 
France, Germany, England 
and Italy, at various times 
acting in a buying capa- 
city for Florasynth ‘on 
many of the products 
which it imports. 

The new Los Angeles branch will carry an ample 
stock of flavoring extract raw materials, flavors, essen- 
tial oils, perfumers’ materials, aromatic chemicals, liquor 
flavors and items of interest for the distiller and blender. 
Ample facilities for immediate delivery have been pro- 
vided, and the company will now also be in a position 
to take care of any special items which may be required 
in that territory. 
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Colgate Earnings Up Sharply 


Reflecting a revision of sales policy, re-organization 
of executive personnel, and significant changes in ac- 
counting practice, the annual report of the Colgate- 
Palmolive-Peet Co., Chicago, shows net earnings of 
$373,389, equivalent to $1.50 on 248,197 shares of the 
company’s 6 per cent cumulative preferred stock out- 
standing at the end of the year, as against $53,301, or 
21 cents a share on the 258,197 shares outstanding at 
the end of 1932. 

In line with the current trend of giving the stock- 
holders more information about their property, the first 
annual report of S. Bayard Colgate, elected president 
in March, 1933, goes into considerable detail. 


Congratulating Mr. and Mrs. Zimmerman 


We are pleased to congratulate Mr. and Mrs. W. F. 
Zimmerman on the arrival, January 30, of Joan Marie 
Zimmerman. The young lady was born at Orange 
Memorial Hospital, East Orange, N. J. Mr. Zimmerman 


is treasurer and general manager of Helfrich Laboratories 
of New York, Inc. 
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Chicago Trade Notes 


HE annual Spring frolic of the Chicago Perfumery, 

Soap & Extract Association will be held April 3 at 
Chez Paree, celebrated Chicago night club. It will be 
a gala night, especially arranged for the entertainment 
of the ladies, and in addition to an excellent dinner, a 
super floor show will entertain between the dances. The 
low cost of $2 per ticket will assure an overflow at- 
tendance as Chez Paree has a reputation for wonderful 
cuisine and dance music, and has promised to provide a 
floor show that will long be remembered. 


New Drug and Chemical Officers 


The annual meeting and election of officers of the 
Chicago Drug & Chemical Association will take place 
March 29 at the Chicago Athletic Association. In ad- 
dition to officers, four directors will be elected to serve 
terms of two years. The nominating committee has 
placed the following names in nomination: president, 
M. B. Zimmer, Fritzsche Brothers, Inc.; vice-president, 
F. L. McCartney, Norwich Pharmacal Co.; treasurer, A. 
J. Rocca, Gazzola Drug and Chemical Co.; secretary, 
A. G. Schneider, Victor Chemical Works; directors for 
term of two years: F. J. Heil, Grasselli Chemical Co.; 
William C. Ellis, Heyden Chemical Corp.; Leo Lanigan, 
McKesson-Fuller-Morrison Co.; C. L. Drum, Owens- 
Illinois Glass Co. 

Fred J. Heil, chairman of the banquet and entertain- 
ment committee is busy making final arrangements for 
the Spring party which will be held April 12 at the 
Chicago Athletic Association. While no official an- 
nouncements have been released, Mr. Heil tipped us off 
to the fact that the party will be a real stag affair with 
surprises galore, for members only. While a nominal 
charge of $2 per plate will apply, this will cover a 
buffet dinner, with an entertainment that will delight 
everybody. In addition, the entertainment committee 
has a number of extra features as surprises, which will 
not be announced until after the party is under way. 


Westlake on European Trip 


E. G. Westlake, manager of cosmetic sales of Marshall 
Field & Co., left recently for a two months’ trip through 
Europe on his annual buying expedition. Mr. Westlake 
will comb the markets of England, Switzerland, Ger- 
many, France and several other countries for new 
products and also make a study of the general cosmetic 
situation while abroad. 


Helfrich on Way to Coast 
J. H. Helfrich, president of Helfrich Laboratories, has 


started on a month’s combined business and pleasure 
trip through the West. While in California Mr. Hel- 
frich will enjoy the rare privilege of helping his parents, 
Mr. and Mrs. L. S. Helfrich, celebrate their 62nd wed- 


ding anniversary. 


Jelly Back from Trip 


Walter H. Jelly, president of Walter H. Jelly & Co., 
is back at his desk after a trip during which he sent us 
a card from Hot Springs. We suspect he was taking 
that well earned vacation. 
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New Equipment and Installations 


NDER this heading are published brief descriptions 

of new products developed by our advertisers. The 
claims made for these products are supplied by them 
and are not to be considered as endorsements. 


Alsop Engineering Corp., New York.—New Disc 

Filter —‘A new model ‘Hy-Speed’ ultra fine disc filter 
with a number of exclusive features has just been de- 
veloped by engineers of the Alsop Engineering Corp., 
New York City. 
“The photo shows the new 
machine with an explosion- 
proof, ball-bearing motor 
with built-in gear reduc- 
tion. An exclusive fea- 
ture of the pump, which 
is constructed of stainless 
steel and bronze, is its oil- 
less bearings which pre- 
vent any danger of con- 
tamination of the liquid 
being filtered. 

“An automatic pressure 
control on the pump elim- 
inates any necessity for 
having an attendant con- 
stantly watching the filter 
while it is operating. The machine is entirely automatic 
in operation. 

“While thirty discs are shown in this picture, as few 
as four discs can be used, when only small quantities 
of liquid are to be filtered, thus making the filter adap- 
table for large or small batches with equal efficiency.” 





F. J. Stokes Machine Co., Philadelphia.— 
New Closure Seals Collapsible Tubes Hermetically.— 
“A new type closure for collapsible tubes which is air- 
tight and stronger than the tube walls themselves has 
been developed by the F. J. Stokes Machine Co. With 
this closure, manufacturers will be able to avoid the 
losses they have suffered from leakage and corrosion. 
Seepage of oils, alcohol, kerosene and similar products 
is eliminated and the “breathing” of tubes, when they 
are subjected to wide fluctuations in temperatures, is 
prevented. Collapsible tubes can now be used to pack- 
age fish pastes, honey, and other food products without 
fear of deterioration or spoilage of the product because 
of contact with the air. 

“Beside being leak-proof this new closure requires 








DOUBLE FOLD Pee LEAK kn 

WITH CLIP --SSlaurst aaeanaiacaiil 
QUADRUPLE FOLD Ki) LEAK pzzazzzp 
CLIPLESS CLOSURE emet womans 


NEW AIR-TIGHT 
CLOSURE 

















shorter tubes than current type clip or clipless closures, 
and it is the expectation of the originators that because 
of this the cost of the tubes ready for filling will not 
be materially affected. 

“This new closure requires that the open end of the 
tube be precoated with a special adhesive both inside 
and out to a width equal to the portion of the tube 
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to be used in the fold. This precoat is applied by the 
tube manufacturer so that the tube user buys his tubes 
already prepared for filling and sealing. 

“The chart shows in a graphic way the strength and 
security of this new seal as compared with current type 
closures as revealed by testing thousands of tubes. The 
ordinary double fold closure secured with a separate 
clip had an average leak resistance of 3 pounds and 
an average bursting strength of 16 pounds. Tubes with 
a closure of the so-called clipless type showed an aver- 
age leak resistance of 3 pounds and an average bursting 
strength of 11 pounds. In contrast to these, the new 
air-tight seal showed an average leak resistance of 47 
pounds and an average bursting strength of 48 pounds. 
Most of the tubes tested burst the tubes walls them- 
selves before the closure either leaked or burst. 

“During the research which preceded the announce- 
ment of this new closure, thousands of tubes were tested 
and dozens of different kinds of adhesives were devel- 
oped. Special testing apparatus was devised to apply 
and record the pressures. Another test to which this 
new closure was subjected during its development was 
as follows: A gross of tubes was filled with kerosene 
which seeps through ordinary closures almost imme- 
diately. After being closed with the new air-tight 
closure, they were allowed to stand upright for a period 
of six months without a leak developing. 

“Tubes precoated for this new closure can now be 
supplied by some of the tube manufacturers and it is 
expected that its use will not only prevent the losses 
and rejections formerly experienced but will make it 
possible to package many new products in tubes.” 





Circulars, Price Lists, Etc. 


General Plastics, Inc., North Tonawanda, N. Y. 
—"Closure News,” March, 1934.—Various new pack- 
ages are illustrated in this number, which describes 
many new items made of “Durez.” The last page is 
devoted to the problem of packaging liquor, and many 
types of caps are illustrated. 


Antoine Chiris Co., New York.—Wholesale price 
list, 1934.—This is the company’s regular price list of 
its products, and is divided into four parts. Part I 
includes all straight elements, such as absolutes, gums, 
chemicals, concretes, essential oils, fixed oils, pomades, 
etc.; part II covers substitutes; part III, synthetic ele- 
ments; and part IV, perfume bases. 


Pfaudler Co., Rochester, N. ¥.—'The Glass 
Lining,” January-February-March, 1934.—This issue 
contains a very complete story about the history of 
E. I. du Pont de Nemours & Co., as well as interest- 
ing articles about pasteurization, mouth washes and 
food products, and how Pfaudler equipment is used 
in their manufacture. Each article is suitably illus- 
trated with interesting photographs. 







Fritzsche Brothers, Inc., New York.—Price List, 
March, 1934.—Regular monthly price list of flower es- 
sences, aromatic chemical preparations, colors, essential 
oils, flavors, perfume bases, synthetic flower oils, etc., 


offered by the company. 
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Chase Brass & Copper Co., Container & Closure 
Division, New York City.—Photograph of ‘“Kosan” 
Packages.—The company has sent us the accompanying 
attractive photograph of the packages of “Kosan Cos- 
These packages were selected by the Museum 


metiques’’. 





of Modern Art, New York, as an example of integrity 
in design. They are being shown in the Exposition of 
Machine Art, now in progress. Closures for the pack- 
ages were made by the company. 


Bakelite Corp., Bound Brook, N. J.—Bakelite 
Molded.”—This very. handsome booklet of 50 pages 
describes and illustrates a large number of products now 
being molded from “Bakelite.” Presses and machines 
for completing the molded products are also illustrated, 
and some space is given to the Bakelite engineering ser- 
vice. About two pages are devoted to pictures of pack- 
ages, closures, and display stands and bases suitable for 
use in the cosmetic industry. 


MacNair-Dorland, Co., Inc., New York—Blue 
Book and Catalog for the Soap, Insecticide, Disinfectant 
and Allied Industries.—This is the annual “Blue Book” 
issued by the magazine, Soap. It is better than many of 
these directories but suffers from the fault of all of 
them in that the advertiser must be given a “break” 
in their compilation. The lists, so far as a casual check 
reveals, are accurate and satisfactory and the book is 
well arranged and well bound. There is a goodly amount 
of interesting advertising. 


Iowa Soap Co., Burlington, Ia.—"Soap Chatter,” 
February, 1934.—This number discusses at length the 
effect of the excise tax on coconut oil on soap prices, 
and also contains many humorous items of popular in- 
terest. 


Innis, Speiden & Co., New York.—Price List, 
February, 1934.—This is the company’s regular list of 
chemical prices, and calls special attention to its “Lar- 
vacide” and “Servacide” products, used for fumigating 
and spraying. 


Dedge & Olcott, Co., New York.—The company 


has sent us a card with a perfumed blotter featuring 
“Gardenia 83 de Laire.” 
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A. C. Drury & Co., Inc., Chicago, Ill.—Price 
List.—This is the company’s price list of raw materials 
for soaps and cosmetics, including crude drugs, aro- 
matic chemicals, industrial chemicals, gums and waxes. 
The inside cover carries an announcement of the com- 
pany’s appointment as Chicago representative for 
Thurston & Braidich, New York. A more detailed ac- 
count of this appointment appears elsewhere in this 
issue. 


Stokes & Smith Co., Philadelphia, Pa.—Circular, 
“Typical Stokes & Smith Higher Speed Packaging Ma- 
chinery for Fully Automatic Filling, Sealing and Tight- 
Wrapping.”—This attractive two-color folded circular 
illustrates the company’s various types of machines and 
some of the packages which are packed by them, to- 
gether with brief descriptive matter. A business reply 
card is enclosed for convenience in securing information. 


Owens-Illinois Glass Co., Toledo, O.—Vanilla 
Extract Newly Packaged.”—‘When the Wesco Foods 
Co., Cincinnati, O., considered a new container for 
‘Her Grace’ vanilla extract in a program to promote 
greater sales by increasing package appeal, the Owens- 
Illinois Glass Co. won immediate approval with its taper 
paneled bottle. The design 1s shown here in one ounce, 
two ounce, four ounce and half-pint sizes. 

“Extracts have long been put up in the customary 
tall, slender bottles which have the tendency to easily 





tip. There is now, however, a definite trend toward 
the more practical shape of a tapered design. The new 
‘Her Grace’ tapered package with its handsome label 
should have a great competitive advantage by this for- 
ward step into new and modern dress.” 


Givaudan-Delawanna, Inc., New York.—‘The 
Givaudanian,” February, 1934.—This number com- 
ments on matters of current interest to the industry, 
and calls attention to its new product, “Neroli No. 33, 
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Giv.,”” now being introduced to the American per- 
fumer. A business reply post card is enclosed for se- 
curing samples’ There is an interesting article on the 
value of resins, as well as one on cetyl alcohol and its 
use. 

Another item lists the various oils which are irritating 
to the skin, and these are as follows: 


Irritate 
Phenyl Acetaldehyde ....... No. 1 
Benzylidene Acetone ....... No. 1 
Diethyl Phthalate ......... No. 2 
Hydroxy Citronellal ....... No. 1 
PEE 6 cke c4.00¢eRee ROA No. 2 
Benzaldehyde ............. No. 1 
NE vivcevoneee dean No. 1 
Heliotropine .............. No. 2 
NE 655 edi 'N' e's hx eee nuns No. 2 
Methyl Salicylate .......... No. 1 
Discolor 
Methyl Anthranilate ....... No. 1 
rrr te No. 1 
PRONOIOED .n osc ev ecess No. 2 
UMM, <5. odie Covistvcie cues No. 2 
ES a a sank eel Teen No. 1 
I iin vs beds oR bee No. 1 
Benzaldehyde ............. No. 2 
PONE SUONO is cine ceames No. 2 
ES aa tk Sais bas V's eam No. 1 
Methyl Salicylate .......... No. 1 
ROR er rs No. 2 
Methyl Eugenol ........... No. 1 
Methyl Iso Eugenol ....... No. 1 
Dimethyl Anthranilate ..... No. 2 
Homo Quinoleine ......... No. 1 


(‘“No. 1” indicates heavy irritation or discoloration, 
“No. 2” indicates irritation or discoloraton to a lesser 
degree. ) 

The back cover is illustrated with an amusing cartoon 
of the various types of salesmen which we all know. 


Karl Kiefer Machine Co., Cincinnati.—“The cus- 
tomer is always right.”—‘This is the slogan that has 
made the name ‘Karl Kiefer’ a synonym of the most 
efficient machinery for more than 35 years. When 
Karl Kiefer launched the machine company incor- 
porating his name, in the year of the Spanish-American 
War, he decided to manufacture the best that designing 
ingenuity, manufacturing brains and an uncompromis- 
ing conscience could produce. By adhering to an in- 
flexible standard of quality, Mr. Kiefer knew that he 
could afford to let the customer be judge and jury so 
far as the merits of his line were concerned. 

“If there are to be any troubles with anything we 
make,’ he once stated, ‘they will occur in our plant 
and not in the customer’s. Everything will be abso- 
lutely right when the job leaves our doors and we shall 
always take our customer’s word as to whether every 
detail is satisfactory.’ 

“Surrounding himself with an able organization, 
every member of which subscribed to his theory that 
the best machines that could be built would constitute 
their own best advertisements, Mr. Kiefer saw his cor- 
poration thrive until it assumed nation-wide, then inter- 
national proportions. A large volume of the Karl Kiefer 
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Machine Co. business was in the beer and whiskey fields 
prior to prohibition. The ‘dry era’ witnessed an entry 
into many other fields, and now—with the arid period 
at an end—the company is enjoying a flourishing trade 
both in the wet industries and in many others. 

“Of the complete bottling equipment manufactured, 
Kiefer filling machines dominate practically every line 
of endeavor, ranging all the way from medicine, catsup, 
preserves and salad dressing, to cold cream, paint, grease, 
tar, even perfume—and, of course, including all alco- 
holic beverages. The machines handle every conceivable 
variety of liquid and semi-liquid product, filling con- 
tainers ranging from one gallon down to one-fouth 
of an ounce.” 





Book Reviews 


(Copies of Books Reviewed in this Column, and other 
Works Useful to our Readers may be obtained through 
the Book Department of THt AMERICAN PERFUMER & 
EssENTIAL Or Review, 432 Fourth Ave., New York.) 


The Schimmel Report 


ANNUAL REPORT ON EssENTIAL Ors, SYNTHETIC 
PerruMES, Etc., published by Schimmel & Co., 
A.G., Miltitz bei Leipzig, Germany. Edition of 
1932. English translation prepared and issued by 
Fritzsche Brothers, Inc., New York. 1934. 


Too much credit cannot be given to the American 
sponsors of this work for making it available to readers 
in this country in English translation. The researches 
on which the annual report is based are familiar to all 
and scientific men interested in essential oils and allied 
products look forward each year to the publication of 
the work both in the original and in translation. 

The current edition opens with commercial and scien- 
tific reports on volatile oils. This section covers most 
comprehensively all of the important work, technical 
and commercial done in the field during the year. Lib- 
eral quotations from many important authors as well 
as original reports by Schimmel scientists are included. 
It is gratifying for the American reader to find so many 
quotations on the non-technical side from the United 
States Government’s bulletins. Their recognition as 
authoritative sources of information appears to be grow- 
ing. 

One of the most important compilations in this sec- 
tion is that on camphor oil. Caraway is also given con- 
siderable space. The citrus oils come in for extremely 
detailed treatment with numerous charts of production 
and prices and much technical information as well as 
commercial statistical matter. Geranium, peppermint, 
lavender and rose are discussed in some detail while 
turpentine and its derivatives are given exceptional space. 
Notes on the minor oils and less known materials ap- 
pear in profusion contributing materially to the interest 
of this year’s survey. 

Under “novelties,” four comparatively new oils are 
treated and their constants given. These are Samoan 
citrus leaf oils, peach blossom oil, savin-wood oil and 
Swiss pine cone oil. 

A section is devoted to pharmacopoeial revisions. First 
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taken up is the new Belgian Pharmacopoeia, 4th Edition, 
under the date of 1930. ‘This represents the first re- 
vision in 28 years and necessarily the sections on essen- 
tial oils have been altered materially. The changes are 
discussed in detail. The new Mexican Pharmacopoeia 
of 1930 is also reviewed in detail. 

Chemical preparations and drugs are treated in some 
detail following which the technical section consisting 
of notes on scientific research covering the year is pre- 
sented. This is perhaps the most valuable section of the 
book from the standpoint of the chemist, since it re- 
views briefly the entire work of the year on the chemis- 
try of odorous bodies. Space is lacking for presentation 
of a more complete survey of this section which is 
complete yet condensed to the point where review would 
take more space than substance. 

Credit should go to the translators, Roland E. Kremers 
and J. Alfred Hall, whose excellent work on highly 
technical material will be appreciated. 


8. LM. 


All About Imports 


Custom House Guipe, AN IMPorRTERS’ ENCYCLO- 
PoEpIA. Edition of 1933-34. 1,600 Pages. The Cus- 
tom House Guide, New York. 1933. Price $10.00. 


This is one of the most useful books which reaches 
our desk, and each year it seems to improve in useful- 
ness as it increases in size. The last volume of the series 
is the largest thus far and likewise the best. 

The book contains complete information for anyone 
interested in the import trade. It is divided into seven 
sections: Tariff Act, Import Commodities Index, Im- 
port Schedule “A”, Customs Regulations, Revenue Act, 
Customs Ports, and General Information. None of 
these headings does justice to the treatment of the sub- 
ject discussed under it. As a single example, the Import 
Commodities Index lists almost every commodity which 
has been imported at any time and gives the rate of 
duty under the present tariff act together with the 
Treasury Decision or other authority for such rate of 
duty. To say that this section is worth the cost of the 
entire book would be understatement. 

After having the “Custom House Guide” continually 
available for reference for a number of years, it is 
hard for this reviewer to see how anyone can be with- 
out it. 


S. L. M. 


Revision of Chemistry Work 


ALLEN’s COMMERCIAL ORGANIC ANALYsIS, Fifth Edi- 
tion, Volume X. 817 pages including index. P. 
Blakiston’s Son & Co., Inc. 1933. Price $7.50. 


This is the final volume of the fifth revision of this 
important work on analytical chemistry. It includes a 
section on glue and gelatin, of considerable interest to 
our readers, and also a section on the estimation of 
food stuffs for vitamins. Work on the hormones is also 
included. Pectin and pectic substances are given a 
special chapter of approximately 40 pages. The com- 
plete general index for volumes I to X is bound in the 
final volume. 


S. L. M. 
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Deals from Every Angle 


THE Economics oF Free Deats, by Leverett S. Lyon 
and Helen M. Wheeler, 227 Pages. Institute of 
Economics of The Brookings Institution, Washing- 
ton, D.C. 1933. Price $1.50. 


The authors have made a complete survey of the 
mechanics of free deals and other merchandising 
devices of similar nature and report, not only on 
the facts, but upon the conclusions which they deduce 
from them. The study is one of exceptional detail and 
brings out points little understood by the average busi- 
ness man. Numerous examples from the drug and cos- 
metic field, which the authors have found to be a fruit- 
ful source of material, are cited. The book concludes 
with suggestions to Government officials and trade rep- 
resentatives, designed to be used in drafting codes of 
fair practice for industry. S. L. M. 





New Incorporations 


Lur-Eye Products, Inc., cosmetics; 250 shares no 
par value stock. Filed by George Blake, 1501 Broad- 
way, New York. 

Corsage Perfume Co. of Florida, Jacksonville, per- 
fumes, toilet articles; 500 shares, $10 par value each. 
E. C. Roeder, D. R. Maxwell and D. C. Roeder, di- 
rectors. 

Brighton Seed Co., Inc., Rochester, N. Y., seed, cos- 
metics, greeting cards; 50 shares no par value stock. 
Incorporators: Raymond F. Loucks, 66 S. Washington 
street; Arnold H. Becker, 378 Beresford road, both of 
Rochester, and Joseph M. Pulvino, Garbutt, N. Y. 

Century Laboratory, Inc., 844 Montrose avenue, 
Chicago, footbath powders, soaps, perfumes, etc.; 200 
shares par value common stock. Incorporators: G. E. 
Seegren, William G. Madel and Raymond H. Madel. 

Virginia Lotion Co., Inc., Norton, Va., medicated 
lotions; $1,000. 

William H. Loveland Mfg. Co., Binghamton, N. Y., 
soaps, perfumes, toilet articles, etc.; $10,000. Incor- 
porators: William H. Loveland, Frederick G. Schneider 
and Frank J. Mangan. (Not a new firm—Ep.) 

Walper Cosmetics, Inc.; $5,000. DeMott E. Mitchell, 
St. George hotel, Brooklyn; Alexander G. Vajda, 143 
East 39th street, New York, and Helen P. Franklin, 
Granada hotel, Brooklyn. Filed by Israel H. Perskin, 
26 Court street, Brooklyn. 

Beauvais Laboratories, Inc., cosmetics; $10,000. Cor- 
nelia Beauvais, 5 Prospect place, Tudor City, New 
York City; Walter R. Crippen, Hotel Lexington, New 
York, and Edwin J. Coleman, Plymouth hotel, New 
York. Filed by George W. Brodsky, 1 East 42nd street, 
New York. 

Aromatic Laboratories, Inc., inventions, trade marks, 
patents; $1,000. Edith Lerner, 293 Hooper street, 
Brooklyn; Herman S. Rosen, 2049 Mapes avenue, 
Bronx, N. Y., and Bernard H. Lemlein, 1795 Riverside 
drive, New York. Filed by Evarts, Lemlein & Wolsky, 
369 Lexington avenue, New York. 

William A. Woodbury Sales Co., Inc., cosmetics; 200 
shares no par value stock. Harold Kovner, Park Central 
hotel, New York; George B. Kenner, 235 Mt. Hope 
place, Bronx, N. Y., and Abraham L. Watarz, 1079 
57th street, Brooklyn. Filed by Elliot B. Paley, 205 
West 34th street, New York. 
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Canadian News and Notes 


N a recent section of the Toronto Globe, titled 

“Builders of Greater Toronto,” which appeared in 
connection with the Toronto Centennial, being observed 
this year, were included the following well known fig- 
ures in the cosmetic and drug industries: Fred J. Whit- 
low, president of Fred J. Whitlow & Co.; J. W. McCou- 
brey, president and general manager of the United Drug 
Co. and the Liggett’s Drug Co.; T. A. McGillivray, 
president of Yardley & Co. of Canada; Ruthven Hay, 
managing director of Harold F. Ritchie & Co.; Harry 
S$. Garlick, managing director of Canadian Boncilla Lab- 
oratories; R. M. Graham, manager of National Drug & 
Chemical Co.; Rolph R. Corson, president of Rolph R. 
Corson, Ltd.; Edward James Reed, general manager of 
F. W. Fitch Co. and Thayer Perfumes, Ltd. 


Planning for Perfumers’ Convention 


John R. Kennedy, president of the Association of 
Canadian Perfumers and Manufacturers of Toilet ar- 
ticles, is exhorting his 
members to give considera- 
tion to the next annual 
convention of the associa- 
tion. Already invitations 
have been received from 
the Toronto Convention & 
Tourist Association, Big- 
win Inn, Huntsville, Ont.; 
and the Seigniory Club, 
Lucerne-in-Quebec, P. Q. 
It had been hoped that a 
joint convention might be 
arranged with the Ameri- 
can Associated Manufac- 
turers of Toilet Articles and 
the Canadian association 
combining in a giant convention in Toronto. However, 
word has now been received that the United States or- 
ganization will meet in New York, and the suggestion 
has been made that the Canadian association also meet in 
that city. 

Even though depressions come with deadly regu- 
larity, every ten or twelve years, they are forgotten by 
the average man and no plans are made for the next 
one. This thought was passed on to the association 
by King Merritt, sales manager of Investors Syndi- 
cate, Minneapolis, when the perfumers met with the 
Optimists’ Club at the Royal York hotel, Toronto, 
March 6. Mr. Merritt handed out some good advice on 
the protection a man should give his business and he 
also delved into the past for data on perfumes, ad- 
vancing the theory that the discovery of Canada was 
due to the fact that so great was the demand for per- 
fumes in the Indies that the necessity for a short route 
from Europe to the Indies was necessary. 

At the head table with the speaker of the day were 
the presidents of the perfumers’ association and the 
Optimists’ Club, John R. Kennedy and Fred Hodder, 
respectively. With them were several who are well 
known to the drug trade—T. A. McGillivray, of 
Yardley & Co. of Canada, Ltd.; A. R. Poole of Pinaud, 


JoHN R. KENNEDY 
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Inc.; W. L. Linton, of Northrop & Lymans, Bill Gray, 
of Richards Glass Co., R. W. McClarty and Fred 
Fielder. Following the usual pleasantries by the presi- 
dents, the Toronto Male Chorus, directed by Ernest 
Boles, rendered several numbers, being thanked by Steve 
Brodie, of the “Optimists”. Introducing the speaker, 
K. Shields, General Steel Wares, Ltd., stated that in 
addition to having achieved remarkable success in busi- 
ness Mr. Merritt had had a distinguished career as an 
officer in the great war, having been wounded seven 
times at the Argonne and having been awarded both 
the Distinguished Service Cross and the Croix de Guerre. 


Pond’s Advertising Campaign 


Pond’s Extract Co. of Canada, Ltd., Toronto, has 
been running a new series of advertisements in leading 
Canadian magazines and daily newspapers which are 
stated to have greatly stimulated sales of its well known 
products. The advertising features cold cream, vanish- 
ing cream, skin freshener, face powder and the new 
Pond’s liquifying cream. 


Huge Shipment of ‘SNoxzema”’ 


An item recently appearing in Drug Merchandising 
showed a picture of a full carload of “Noxzema” being 
shipped to Western Canada. Accompanying the carload 
shipment were Ed. Armstrong, Western sales manager 
and J. Marvin Shaw, president of the Noxzema Co., to 
complete arrangements for Western distribution. This 
achievement has been accomplished in two years’ time 
and brings the jar sales of ‘‘Noxzema” to well over the 
1,250,000 mark during that time. 


Ayer Offers New Brush 


Harriet Hubbard Ayer of Canada, Ltd., Montreal, is 
putting on the market a complexion brush for massag- 
ing the skin in order to stir up the circulation and in- 
crease activity in the pores. It is stated that the com- 
plexion brush is a sure means of preventing blackheads 
and eruptions, and involves no skin preparation. 


Colgate Advances Hill 


Colgate-Palmolive-Peet Co. has appointed Frank W. 
Hill Western district manager for the company. For- 
merly Mr. Hill was district manager for Alberta and 
British Columbia for a number of years. He will now 
be in charge of territory from Port Arthur, Ontario, to 
the Pacific Coast. 


Mitchells Honored at Dinner 


E. C. Mitchell, retiring manager of the London branch 
of the National Drug & Chemical Co., and Mrs. Mitchell 
were the guests of honor at a dinner given by fellow- 
members of the London branch staff. Some 40 guests 
attended the dinner and W. H. Davis, Mr. Mitchell’s 
successor, officiated as toast-master. Mr. Mitchell was 
presented with a set of golf clubs as a token of his 
friends’ appreciation. 
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O.R.D.A. Sets Convention Dates 


June 18, 19 and 20 are the dates set for the annual 
convention of the Ontario Retail Druggists’ Association 
this year. The convention will be held in Windsor, Ont. 
Following is a list of the committee chairmen who will 
be in charge of arrangements: publicity, Lyle Lanspeary; 
alumni, Harold Derbyshire; golf, Rick Pearson; printing, 
Clarence Gubb; booster, Ernie Coutts; registration, the 
Travelling Men’s Auxiliary; hotel, Fred Westover, and 
transportation, George Arnold. 


Dupuis Director of Ottawa Association 


G. E. Dupuis, for many years one of Canada’s out- 
standing ski jumpers, is a newly-elected member of the 
executive board of the Ottawa Retail Druggists’ Asso- 
ciation. Mr. Dupuis was prominent in sports and social 
circles during his term at the Ontario College of Phar- 
macy. 


McBrien Recovers from Illness 


The many friends and associates in the trade of Fred 
R. McBrien, general manager for Canada of the Melba 
Co., are glad to know that he is back on the job follow- 
ing his recent serious illness which confined him to his 
home for several weeks. Mr. McBrien has been receiving 
congratluations on his recovery by manufacturers and 
retailers, indicating that he is one of the most popular 
men in the business as a result of the interested activity 
he takes in all matters. pertaining to the trade. 


Andrews Sails for Europe 


J. H. Andrews, managing director of Lymans, Ltd., 
and the Lyman Agencies, Montreal, sailed last month for 
Europe. He will be away for several weeks on business. 
Mr. Andrews is one of the best known men in the 
Canadian drug business. 


Miles of Lipstick for Canada 


Writing in a local newspaper, a Toronto columnist 
stated that, if all the lipsticks used by Canadian women 
in one year were laid end to end, they would reach 
from Toronto to Peterborough and back, a distance of 
about 238 miles. According to this writer there are 
2,350,000 women using lipstick in Canada and they 
provide a splendid market for the druggist who goes 
after cosmetic business. The total cosmetic require- 
ments of the average woman during one year are esti- 
mated at $18. 





Italian Sales Tax on Essential Oil Exports 


The Italian sales tax per kilo on citrus oils for export 
during the six-month period January-June, 1934, is fixed 
as follows: bitter orange oil 0.65 lire, sweet orange oil 
1.05 lire, mandarin oil 2.90 lire, lemon oil (machine) 
0.50 lire, lemon oil (sponge) 0.70 lire, and bergamot oil 
1.15 lire. These rates represent a reduction of 10 cen- 
times per kilo on bitter orange oil, 15 centimes on sweet 
orange oil, and 35 centimes on bergamot oil from the 
sales tax collected during the last six months of 1933; 
the sales tax on mandarin and lemon oil remains un- 


changed. (Trade Commissioner Elizabeth Humes, 
Rome.) 
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Canadian Patents and Trade Marks 


72 increasing international trade relations between the United 
States and Canada emphasize the importance of proper patent 

and trade mark protection in both of these countries in order 
that the expansion of business may not be curtailed by legal diffi- 
culties. 

For the information of our readers, we are maintaining a de- 
partment devoted to patents and trade marks in Canada relating 
to the industries represented by our publication. 

This report is compiled from the official records in the Canadian 
Patent Office. 

All inquiries relating to patents, trade marks, designs, registrations, 
copyrights, etc., should be addressed to 


PATENT AND TRADE MARK DEPARTMENT 
Perfumer Publishing Co., 432 Fourth Ave., New York. 


Trave Marks RecistereD UNDER UNFairR ComPeTITION Act, 1932 


“Zanadu.” Toilet preparations, Zanadu Manufacturing Corp., 
New York 

“Miola.” Toilet preparations. Benjamin Gibel, Toronto, Ont. 

Design: Device of a woman and a child. “My Sin.” Perfumery 
and toilet preparations. La Societe Lanvin Parfums, 4, Rond 
Point des Champs Elysees, Paris, France. 

Design: Label with green background, with shield device out- 
lined in gold and black and colored with red within the outline, 
and reading matter in white on red portion of shield. Flavoring 
extracts. California Packing Corp., San Francisco, Calif. 

“Gloxinia.” Toilet preparations. Gloxinia Products,  Ltd., 
Montreal, Que. 

“Stillman’s.” Toilet preparations. James Mulme Breeman, doing 
business as The Stillman Co., Aurora, Ill. 


PATENT 


339,568. Bottle stopper. Gilford D. Bly, Toronto, Ont. 


United States Imports of Perfumes Rise 


Imports into the United States during 1933 of per- 
fumes, toilet waters, bay rum, cosmetics, powders and 
creams, and materials used in the manufacture of per- 
fume registered a value increase of approximately 
$300,000 as compared with the preceding year, and 
totalled $1,734,000, according to C. C. Concannon, 
Chief, Chemical Division, Department of Commerce. 
The 1933 imports, it is pointed out, were less than one- 
fourth of those for 1927, the value in that year having 
been $7,044,000. 

The import gain in the group enumerated was not 
general, however, there being an actual decrease in pur- 
chases of foreign-made face powders, rouges, lipsticks, 
creams and other cosmetics, Mr. Concannon stated. 
Perfumery and toilet water accounted for $511,000, a 
gain of $200,000 over the 1932 figure. 

Perfume materials, the report states, were imported 
in greater quantities for use in the manufacture of 
American perfume and toiletries, production of which 
has averaged approximately $173,000,000 in the past 
decade. Increased imports of these raw materials, ac- 
cording to the statistics, would appear to indicate a 
pick-up in the domestic perfumery and toilet prepara- 
tions industry. 

France was the chief source of United States imports 
of perfumery, cosmetics, toiletry and perfume material 
in 1933, with Germany, Switzerland, the United King- 
dom and the Netherlands dividing the remainder of the 
trade. 

Commenting on the increased American purchases of 
foreign perfumes and related products, Mr. Concannon 
pointed out that for every dollar’s worth of such articles 
imported in 1932 and 1933, the United States exported 
double the amount. 
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Patent and Trade Mark Department 


Conducted by Howarp S. NEIMAN 


HIS department is conducted under the general su- 

pervision of Howard S. Neiman, contributing 
editor on patents and trade marks. This report of pat- 
ents, trade marks, designs is compiled from the official 
records of the Patent Office in Washington, D. C. We 
include everything relating to the four co-ordinate 
branches of the essential oil industry, viz.: Perfumes, 
Soaps, Flavoring Extracts and Toilet Preparations. 

Of the trade marks listed those whose numbers are 
preceded by the letter ““M” have been granted registra- 
tions under the Act of March 19, 1920. The remainder 


Trade Mark Registrations Applied for 
(Act of Feb. 20, 1905) 


These registrations are subject to opposition within thirty days 
after their publication in the Official Gazette of the United States 
Patent Office. It is therefore suggested that our Patent and Trade 
Mark Department be consulted relative to the possibility of an 
opposition proceeding. 

315,059.—Miller Wholesale Drug Co., Cleveland, O. (Mar. 1, 
1927.) —Drug and toilet preparations. 

315,596.—Jean Nolan Beauty Aids, Inc., Detroit, Mich. (Mar. 
6, 1930.)—-Toilet preparations. 

320,583.—Espy Corp., Milwaukee, Wis. (Aug. 28, 1931.)— 
Hand lotion. 

331,502. — Kali-Chemie Aktiengesellschaft, Berlin, Germany. 
(June, 1932.)—Perborate for use in connection with perfumes, 
bath salts, powders, essential oils, etc.; bleaching materials. 

332,579.—Max Factor & Co., Inc., Los Angeles, Calif. (Sept. 
1, 1931.)—Toilet preparations. 

333,037.—Jewel Tea Co., Inc., Barrington, Ill. (July, 1924 and 
Sept. 6, 1930.)—Flavoring extracts. 

336,337.—E. R. Squibb & Sons, New York. (July, 1925.)— 
Dentifrice. 

338,482.—Bourjois, Inc., New York. (Feb. 16, 1933.)—Toilet 
preparations. 
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are those applied for under Act of February 20, 1905, 
and which have been passed to publication. 

Inventions patented are designated by the letter ‘“D.” 

International trade marks granted registration are des- 
ignated by letter “G.” 

All inquiries relating to patents, trade marks, designs, 
registrations, copyrights, etc., should be addressed to 

PATENT AND TRADE Mark DEPARTMENT 


Perfumer Publishing Co., 432 Fourth Avenue 
New York City 


339,130.—Vadsco Sales Corp., Long Island City, N. Y.—Toilet 
preparations. 

340,319.—Fred. Gretsch Mfg. Co., doing business as Tishupak- 
Div., Fred. Gretsch Mfg. Co., Brooklyn, N. Y. (Apr. 20, 1933.) 
—-Cleansing tissues. 

340,503.—Juan I. Matos, New York. (July 1, 1932.)—Toilet 
water. 

341,355.—Francis Dale, Paris, Prance. (Apr., 1933.)—Skin 
lotion. 

341,447.—Southwestern Drug Corp., Waco, Tex. (Jan. 1, 1911.) 
—Drug and toilet preparations. 

342,987.—Turmac Specialties Co., Berkeley, Calif. (Aug. 1, 
1930.)—Toilet preparations. 

343,104.—O-So-Hot Manufacturing & Distributing Co., New 
York. (May 11, 1931.)—Flavoring extracts. 

343,275.—Gabilla, Inc., New York. (Mar., 1933.)—Perfumes. 

343,436.—Harry L. Bliss) New York. (Nov., 1930.)—Face 
creams. 

343,486.—Victor A. Newcomer, Lincoln, Neb. (Sept. 1, 1933.) 
—Mouth wash and general antiseptic. 

343,536.—James L. Younghusband, Chicago, Ill. (Sept. 16, 
1933.)—Face powder. 

343,564.—Howard S. Lyon, Chicago, Ill. (Nov. 8, 1933.)— 
Tooth paste, tooth powder and mouth wash. 
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343,639.—Norma Brindley, Miami, Fla. (Aug., 1932.)—Toilet 
preparations. 

343,729.—Marcella Flaster, doing business as Theon Co., New 
York. (June, 1932.)—Nail polish. 

343,741.—Sarah Pollack, Denville, N. J. (Jan. 1, 1930.)— 
Cleansing and nourishing cream. 

344,146.—Ludwig B. Frey, New York. (Nov. 22, 1933.)— 
Toilet preparations. 

344,169.—Takara Laboratories, Portland, Ore. (Feb. 17, 1933.) — 
Gargle and foot wash. 

344,199.—Monroe Chemical Co., doing business as Mary T. 
Goldman Co., Quincy, Ill. (Oct. 1, 1933.)—Hair color restorers. 

344,584.—The First Nighter Corp., Chicago, Ill. (Nov. 4, 
1933.)—Cosmetics. 

344,620.—Jess Nach, Newark, N. J. (Feb., 1933.)—Cosmetics. 

344,768, 334,769.—Drexell Products Corp., Brooklyn, N. Y. 
(Aug. 16, 1933.)—Cold cream soap and powder puffs, respectively. 

344,819.—Viviny Perfumers, Inc., West Haven, Conn. (Sept., 
1926.)—Cosmetics. 

344,845.—Garry & Co., Inc., New York. (Dec. 6, 1933.)— 
Toilet preparations. 

345,292.—Paul de Courcy, doing business as American Medicinal 
Soap Co., Cincinnati, O. (Aug. 28, 1933.)—Mouth wash. 

345,311—Ramseyer Fréres, Geneveys, near Coffrane, Switzerland. 
(July 1, 1933.)—Preparations for the skin. 

345,347.—Pennsylvania Perfumery & Barbers Supplies, Pitts- 
burgh, Pa. (Oct., 1930.)—Facial cream as beard softener. 

345,368.—Maison Andre, Inc., Baltimore, Md. (July 10, 1933.) 
—Toilet preparations. 

345,452, 345,453.—Beauty Utilities, Inc., Newark, N. J. (Sept. 
20, 1933.) —Permanent waving loticn. 

345,530.—Jacob L. Abrams, doing business as Sparkol Chemical 
Co., Brooklyn, N. Y. (Dec. 6, 1933.)—Liquid deodorant anti- 
septic and germicidal soap. 

345,536.—Campana Corp., Batavia, Ill. (Dec. 28, 1933.)—Toilet 
preparation for the skin. 


345,609.—Odorono Co., Inc., New York. (Oct. 17, 1933.)-— 
Soaps. 

345 ,673.—Kimberly-Clark Corp., Neenah, Wis. (Sept. 11, 1933.) 
—-Manicuring squares for removing nail polish. 

345,711.—Creme Culture, Inc., Brooklyn, N. Y. (Sept., 1932.) 
—-Toilet preparations. 

345,839.—William L. Schultz, New York. (Nov. 10, 1933.) — 
Toilet preparations. 


Trade Mark Registrations Granted 
(Act of March 19, 1920) 
These registrations are not subject to opposition: 
M310,391.—Trade Laboratories, Inc., Newark, N. J. (Nov. 10, 
1930. Serial No. 343,530.) —Shaving cream. 


M310,600.—Nestle-LeMur Co., New York. (1916. Serial No. 
345,972.)—Toilet preparations. 


Patents Granted 


Consideration of space prevents our publishing numerous claims 
and specifications connected with these patents. Those interested 
can secure copies of patents by ordering them by number at 10c 
each from Commissioner of Patents, Washington, D. C. 


1,946,727. Mascara case. Isaac S. Beck, Brooklyn, N. Y. 

1,946,765. Shaving soap. Victor Scheffer, Budapest, Hungary. 

1,947,376. Collapsible tube. Matthew M. L. Burrell, Millheim, 
Pa. 

1,947,568. Carron oil compound chlorinated cream. Harry 
Noonan, White Plains, N. Y., assignor to Drug Products Co., Inc., 
Long Island City, N. Y. 

1,947,604. Manicure chest. 
N. Y. 

1,947,738. Lipstick. Philip A. Reutter, Waterbury, Conn., 
assignor to Scovill Manufacturing Co., Waterbury. 

1,948,070. Self-sealing paste tube. Charles Hasse and George 
Woolley, Tom River, N. J. 


Florence N. Lewis, New York, 
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1,948,074. Sheath holder for a rouge stick. René Matheret and 
Louis Garreau, Paris, France. 

1,948,086. Vanity case. Louis C. Wolfson, New York, N. Y. 

1,948,987. Shaving receptacle. Henry Charles Laufe, Bogota, 
N. J. 

1,949,058. Dispensing bottle stopper. Charles W. Leguillon, 
Akron, Ohio, assignor to B. F. Goodrich Co., New York. 

1,949,130. Measuring bottle. Grant Renfro, Covington, Ky. 

1,949,162. Container. Edward E. Kallenbach, New York. 

1,949,219. Valve closure for collapsible tubes. Edward J. 
Richards, Philadelphia, Pa. 

1,949,530. Closure. Harold C. Coppins, Buffalo, N. Y., as- 
signor to F, N. Burt Co., Ltd., Toronto, Ont. 

1,949,636. Cosmetic container. Henry D. Sneider, Brooklyn, 
N. Y., assignor of one-half to Wm. Cuttner, Inc., New York. 

1,949,661. Automatic return paste meter. Harry A. Schell, 
Philadelphia, Pa. 

1,949,802. Closure for containers. Helen P. Lewis, Idylwood, 
Va. 

1,950,293, 1,950,294. Bottle and jar closure. Metal closure. 
Leslie R. N. Carvalho, Toledo, Ohio, assignor to Closure Service 
Co., Toledo. 

1,950,324. Lipstick holder. Walter E. Powers, Flushing, N. Y. 


Designs Patented 


91,504. Design for a bottle or similar article. Joseph S. Stein, 
Chicago, IIl., assignor to Lucien Lelong, Inc., Chicago, IIl. 

91,528. Design for a bottle. Walter R. Leach, Baltimore, Md., 
assignor to Carr-Lowrey Glass Co., Baltimore. 

91,609. Design for a perfume bottle and base ensemble. Martin 
de Botelho, New York. 

91,650. Design for a container closure. Charles K. Elliott, New 
York. 

91,670. Design for a bottle. Walter R. Leach, Baltimore, Md., 
assignor to Carr-Lowrey Glass Co., Baltimore. 

91,695. Design for an atomizer. Frederic A. Vuillemenot, 
Toledo, Ohio. 





Bourjois Counterfeiters Convicted 


HE prosecution by Bourjois, Inc., New York, and 
the eventual conviction and sentencing in Chicago 
of two vendors of fake perfume, sold under counter- 
feited labels, is believed to be the first step in breaking 
up a vicious gang of swindlers that has been operating 
in various parts of the United States. The two men, 
Clyde Lovelace and Harry Simonds, tried before Judge 
Erickson in the Chicago Municipal court, were sentenced 
to four months in the Bridewell, in lieu of a fine of 
$150 each, which neither man was able to pay. The 
prosecution was directed by M. H. Andrews, Western 
manager of Bourjois, Inc., and the case was handled in 
the local court by attorney George H. Mueller and for- 
mer State’s Attorney Henry Ayers, acting on behalf of 
Mock & Blum, New York, counsel for Bourjois, Inc. 
Apprehended by officer Robert Oman, of the Lincoln 
Park police of Chicago, the two men were found to be 
vending bottles of colored water, in containers and 
under labels similar to the standard ‘Evening in Paris” 
perfume. In offering the spurious perfume for sale, 
the impression was given that the merchandise had been 
stolen, accounting for the low price at which it was 
offered, $1 a bottle. Prospective purchasers who were 
skeptical as to the perfume being genuine ‘Evening in 
Paris” had doubts removed by an opportunity to inhale 
the odor from the stopper of the bottle, which had been 
given a treatment of the real perfume of the brand 
named, purchased by the men in small quantity from 
bulk stock in a local five and ten cent store. 
Testimony at the trial brought out the fact that the 
same operations have been carried on extensively for 
some time, both in California and other Western states 
as well as on the Atlantic seaboard. The men convicted 
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in Chicago were regularly engaged in selling novelties 
of various kinds. during the Summer season, following 
several of the large circuses, including Hagenback- 
Wallace, Sells-Floto and, on the West coast, the Al G. 
Barnes circus. There are indications that there was a 
relationship among the gangs operating in various sec- 
tions of the country and that nearly all are of the 
nomadic “‘grifter” type and more or less known to each 
other. 

The source of supply in Chicago was found to be the 
Universal Merchandise Co., 123 North Wells street, a 
firm with New York and New Orleans houses, run by 
three brothers by the name of Gottsegen. This firm 
specializes in merchandise for vendors, much of it re- 
sembling in packaging and labeling standard merchan- 
dise, but sold to itinerant peddlers at extremely low 
prices. The package bought for resale by Lovelace and 
Simonds was a small container, not unlike the genuine 
“Evening in Paris” bottle, wrapped in yellow “‘cello- 
phane,” and bearing on the bottle two small gold labels, 





GENUINE “EVENING IN Paris” AT RIGHT; SPURIOUS, 
CENTER AND LEFT. 


the larger one reading “Jasmin, L’Amant, Paris, New 
York” and the smaller one “Price, $10.00.” ° The con- 
tainer had the appearance viewed through the yellow 
“cellophane” wrapping of being black in color, but re- 
moval of this wrapping revealed a blue bottle almost 
identical in hue to the original Bourjois product. 

It was revealed in an examination of Martin Gott- 
segen, Chicago manager of the Universal Merchandise 
Co., that his firm’s source of supply is a New York 
manufacturer named Avrach, that the merchandise costs 
his firm $10 a gross and sells at ten cents a bottle or 
$1.20 per dozen, hence the profit is $4.40 a gross. It 
appears that vendors made it a practice to remove the 
“cellophane” wrapper and labels, and affix labels of 
their own, which were a poor imitation of the regular 
“Evening in Paris” triangular silver label. It was dis- 
closed that 500 of these labels were supplied for $5 
by a printer named Nathan H. Light, on order from a 
group of three vendors, but examination of the man at 
the court hearing indicated there was no collusion on 
his part and that he executed the order without wrong 
intent. 

An attempt to show collusion between officials of the 
Universal Merchandise Co. and the vendors was unsuc- 
cessful. It was brought out at the hearing that the 
contents of the bottles containing the spurious perfume 
was mostly water, with an alcoholic content of 2.28 per 
cent. 





Looks Forward to Magazine 
John H. Breck, Inc. 


We look forward to the arrival of THE AMERICAN 
PERFUMER every month. 
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Prices in the New York Market 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 
(See last page of Soap Section for Prices of Soap Materials) 


ESSENTIAL OILS 
Almond Bit.. per lb. . <2 $2.40 
S. P. A. 


ee 50@ 2.75 

Sweet True ..... met 70 

Apricot Kernel .. -26@ .30 
Amber, crude ..... .24@ 30 

oe ee .50@ 60 
Ambrette, oz. ..... 46.00@ 
Amyris balsamifera. 2.40@ 2.75 
Angelica root ..... 75.00@ 

Pn. et cbus oie wa 90.00 @200.00 
Bees 0... Bes A8@ 52 
Araucaria vr 1.75@ 1.85 
Aspic (spike) ‘Span. 83@ 90 

eee 1.25@ 1.50 
Balsam Peru ...... 6.00@ 
Balsam, Tolu, oz... 4.25@ 

| ree (oz.) 2.35 
SE iis pbk bso Sais a .65@ 2.00 
NOE. ooc es s0s 190@ 2.25 
Birch, sweet N. C.. 1.50@ 1.75 

Penn. and Conn.. 2.15@ 3.00 
Birchtar, crude ... .15@ 
Birchtar, rectified... 80@ 

Bois de Rose Saas 1.40@ 2.60 
"Se ee ee ee 30@ 33 
SOONG. ko cdacce oes 55@ 1.00 
EE csas5. bk ws 3.50@ 

Camphor “white”... 21@ ~~ .24 


Cananga, Java native 2.20@ 2.35 


Se 275@ 3.00 
NE ise ctdnc aie 2.00@ 
Cardamon, Ceylon.. 14.00@ 25.00 
Cascarilla .... 60.00@ 
Cassia, 80@85 p. c 1.05@ 

rectified, U. S. P. 1.25@ 1.40 
6 ae 70@ ~~ .75 
Cedar wood ....... 338@ ~~ .38 
RE rrr 4.15@ 
SE inde senha ow 9.50@ 11.50 
Chamomile (oz.) 3.00@ 7.00 
Cherry laurel ..... 12.00@ 
Cinnamon, Ceylon... 12.00@ 20.00 
Cinnamon, Leaf.... 2.25@ 
Citronella, Ceylon.. A38@ .48 

Oe 44@ .53 
Cloves Zanzibar ... .96@ 1.10 
| ae 18.00@ 21.00 
SD. nis acanw's, 6% 57@ 62 
Coriander ... 425@ 
SE, S.na'esos-eniee 2.20@ 2.50 
SE: <i nisi 550.8 3.00@ 
ee cing OCG 8.00@ 
Curacoa peels ..... 5.25@ 
CBPCUMAR ...csccsses 3.00@ 
CO Eee 4.35@ 4.75 
INTE oeiis oop seo wierd 3.15@ 3.40 
OO a re 1.45@ 
Se 1.30@ 1.60 
See 38.00@ 
Eucalyptus 5 .30@ 32 
Fennel, Sweet ..... 1.25@ 1.45 
Galbanum ........ 2 26.00@ 
I 5 cigs whi to a 24.00@ 
Geranium, Rose 

eee 6.50@ 7.00 

ee 6.25@ 6.50 

Svanish . 16.00@ 

EE: sees ve 2.10@ 2.25 
eae 3.40@ 3.75 
Gingergrass ....... 8.00@ 3.15 
Grape Fruit ...... 3.00@ 

ry 24.00@ 
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Guaiac (Wood) ... 2.35@ 
Pe. Voxcwesavc .73@ 
TEE is 6 Ka wo (oz.) 9.00@ 
Bporeemmint .....ce. .85@ 
PEE. wkts0 cae een 40.00@ 
Juniper Berries 1.40@ 
Juniper Wood ..... 60@ 
SE is os wig wow 4s 15.00@ 
Lavender, English... 32.00@ 
I ie oie doa teens 2.65@ 
Lemon, Italian ..... 1.25@ 
SU eekatcww 60 .75@ 
Lemongrass ....... 1.20@ 
Limes, distilled .... 7.50@ 
expressed ....... 11.00@ 
ae 1.40@ 
ree 35.00@ 
Mace, distilled ..... 1.45@ 
Mandarin ......... 4.75@ 
Marjoram ......... 6.25@ 
Ee eee 5.00@ 
Mirbane (see Nitrobenzol) 
Mustard, genuine... 8.50@ 
ee 1.85@ 
SR iineea be eewe 10.00@ 
i ee 4.00@ 


Neroli, Bigarade, 


.80 


10.00 
2.00 


p. 90.00@150.00 


Petale, extra ....120.00@175.00 
EE. so hesc ase ens 3.45@ 
RE Soncccaewen 1.45@ 
Olibanum ...-. 650@ 
Orange, bitter ..... 1.70@ 2.00 

sweet, W. Indian. 1.50@ 1.65 

ere 1.30@ _ 1.50 

EN 65:0 wes ds 2.80@ 3.00 

6 ae ae 1.20@ 1.35 

ieee rot as .60@ 
Origanum, Spanish. .85@ 1.00 
Orris root, con (oz.) 4.00@ _ 5.00 
Orris root, abs. (0z.) 35.00@ 50.00 
Orris Liquid ...... 18.00@ 25.00 
PD. wep ack eaen 6.50@ 

EE 55s» bene 3.00@ 3.35 
Pennyroyal, Amer.. 2.15@ 2.40 

2. eee 1.55@ 1.65 
Pepper, black ..... 6.50@ 
Peppermint, natural 2.60@ 2.70 

redistilled ....... 3.00@ 3.15 
Petitgrain 1.40@ 1.65 

French 2.35@ 2.50 
a re 1.30@ _ 2.30 
Pine cones ........ 3.00@ 

Pine needles, Siberia 85@ 
Pinus Svlvestris ... 2.00@ 2.15 

Pumilionis ...... 2.20@ 
Rhodium, imitation. 2.00@ 4.50 
Rose, Bulgaria ay 6.00@ 20.00 
Rosemary, French. 40@ 50 

_ ee .36@ .40 
TR rarer tees 2.50@ 

NR Ra. a aloe ak i 2.15@ 
Sage, Clarv ....... 30.00@ 
Sandalwood, East 

diate olan Cie 6.00@ 7.00 

ae 6.25@ 
Sassafras. natural.. .85@ .90 

oe .80@ 32 
Savin, French ..... 1.85@ 2.00 
Spearmint ........ 1.25@ 1.40 
Snake Root ....... 8.00@ 10.00 
ES ss kha ewlvne .73@ .80 
MN Sovigies avcaiass 7.00@ 


NT 6. sa cd wxesed 20@ 2.35 
i 60@ -70 
I iia ie x te .90@ 1.00 
i 11.50@ 
eer -75@ _ 7.00 
Vetivert, Bourbon .. 7.00@ _ 8.00 

re 10.00@ 25.00 

East Indian ..... 30.00@ 
Wine, heavy ...... 1.40@ 
Wintergreen, S’thern 3.00@ 

Penn. & Conn.... 5.00@ _ 8.00 
Wormseed ........ 2.05@ 2.45 
Wormwood ........ 3.25@ 3.50 
Ylang-Ylang, Manila 29.00@ 35.00 

Bourbon ........ 5.00@ _ 8.00 

TERPENELESS OILS 
SU bags btwn eane. 0s 4.00@ 
Bergamot ......0.. 6.00@ 
SR ares agi eet cus 4.00@ 5.00 
ee ae 20.00@ 
Geranium ......... 8.00@ 12.50 
Grapefruit ........ 45.00@ 

Sesquiter’less .... 85.00@ 
ee rere re 5.50@ 8.00 
rere 6.75@ 14.50 
EMG, Tey vec sccee 50.00 
Orange, Sweet . 78.00@ 90.00 

SN ciao kaw aie 90.00@115.00 
Petitgrain ........ 4.00@ 
POMOMIBTY ous c esas 2.50@ 3.75 
Sage, Clary ....... 90.00@ 
Vertivert, Java .... 35.00@ 
Ylang- Ylang 28.00@ 35.00 

OLEO-RESINS 
re 2.50@ 5.00 
Capsicum, U. S. P. 

MER tancae cscs 2.65@ 3.00 

ee 3.00@ 
SD ieee is ake 3.25@ 
Ginger, U.S.P. VIII 2.00@ 

AiCONOlC 0.56.5. 3.25@ 
Malefern ......... 1.45@ 1.60 
ee BE. se eisnes 6.00@ 15.00 
OCiDANUM .......5. 3.25@ 
eee 17.00@ 28.00 
POTEROEN oon cccues 16.50@ 18.00 
Pepper, black ..... 4.00@ 4.60 
Sandalwood ....... 16.00@ 
WE va eewecunns .00@ 7.50 

DERIVATIVES AND 
CHEMICALS 
Acetaldehyde 50%.. 2.00@ 
Acetophenone ..... 2.00@ 3.00 
Acetyl] - - oem . 9.00@ 
Abeonel CG... cscs 14.00@ 20.00 

Peer oe 

ROU eich tis aay atata 18.00@ 30.00 

RPE a rains 30.00@ 40.00 

Be Me sath ers agi ald 14.00@ 25.00 
—_—T © s. 28.00@ 

Se . 45.00@ 70.00 

C 10 gale waincae 30.00@ 60.00 

BR eidiee ix eee 35.00@ 50.00 

Ase biawearecs ttle 32.00@ 60.00 

C 14 (so-called)... 15.00@ 35.00 

C 16 (so-called)... 17.50@ 30.00 
Amy] Acetate ..... 85@ 1.00 
Amyl Butyrate .... 1.00@ 1.25 
Amyl Cinnamate .. 2.50@ 

Amy] Cinnamic Alde- 

ME: s akwh gas nus 3.90@ 4.00 

Amyl Formate 160@ 1.90 
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Amy! Phenyl Acetate 3.60@ 4.00 Methyl Anthranilate 2.50@ 3.00 Bismuth sub-nitrate 1.40@ 
Amyl Salicylate ... -75@ Methyl Benzoate ... 1.40@ _ 1.75 Boric Acid, ton..... 105.00@115.00 
Amyl Valerate .... 2.40@ Methyl Cinnamate.. 3.50@ Calamine 16@ 20 
MEE cai cenia ve 1.15@ 1.25 Methyl Eugenol .. 2.90@ 6.75 Calelus. nthesnbate 08@ 08%, 
Anisic Aldehyde ... 3.35@ Methyl Heptenone.. 3.75@ 6.00 Ph’phate, roe ge 13@ "4é 
3enzaldehyde, U.S.P. 1.45@ Methyl Heptine C’b. 20.00@ 36.00 EE is waiensad 03%@ .04 
SS & Speer Le 100 eee ReORe. SE ee OMEN. .n2+00ss 53@ 65 
Benzophenone ..... 2.00@ 4.00 er oe eee See @ ae Cardamon seed .... .65@ 
Dennyl Acetate... 100 6 ures, ceeen.. See Sf Cotsen ........ 17.50@ 
Bensyl Alcohol .... 06@ 150 Wuriai-L. an 5 Chalk, precip. ..... .08%@ .06% 
Benzyl Benzoate ... 1.05@ 2.00 ca” eee tee 720 Cetyl’ Alcohol: 75@ 1.50 
Benzyl Butyrate ... 5.50@ 6.25 ” ate oo Orn Cherry laurel water, 
ome ¥ ; 9. Cetone .........- 7.50@ 9.50 Paes 25 
oat — 5900 3.35 Xylene .......... 2.50@ 3.00 oibtic EE icanicaad 300 35 
Benzyl Iso-eugenol.. 15.00@ 25.00 oo — ester) wre 1.75 = Civet, cance ...... 3.75@ 4.50 
Benzyl Propionate.. 2.25@ ‘3.00 ee eens ees 15@ Cocoa butter ...... 12@ ~~ «15 
Benzylidenacetone .. 2.50@ 4.00 oo —- sees aa Clay, Colloidal ....  .083@ .03% 
NN Sh ied g'nas 1.75@ 2.00 ey" AES ceees f 2.0U@ Formaldehyde ..... .06@ .06% 
Bornyl Acetate .... 2.00@ 6.00 Paracresol Acetate. 5.25@ 6.00 Fuller’s Earth, ton.. 16.000 30.00 
a a tat — 5.00 ras Methyl Formic acid ....... .12@ 16 
uty cetate ..... .60@ MOD ciccen deus’ 3.50@ 5.00 Fatty Acids (See S Sec.) 
Butyl Propionate 2.00@ Paracresol Phenyl- . - eae a or 
Guarana 75@ 1.25 
Butyraldehyde ..... 12.00@ RED sedans 14.00@ 20.00 Gum Arabic 7 ‘white. '20@ "99 
Resi 1.15@ Para Cymene. (gal.) 1.25@ 1.65 ——_ ....... . 09% @ "12 
Carvol ............ 3.25@ 4.00  Phenylacetaldehyde =») Gum Benzoin, Siam 1.30@ 1.50 
Cinnamic Acid 4.00@ «Si anda 3500 sane Sumatra eda .24@ 30 
Cinnamic Alcohol .. 3.25@ 3.50 lg ae igre Gum galbanum ... 1.05@ 1.15 
Cinnamic Aldehyde. 2.50@ 3.50 Phenylacetic Acid... 2.50@ 4.00 Gum myrrh ....... 30@ 40 
Cinemnl hastele 10.00@ 12.00 Phenylethyl Acetate. 7.00@ 10.00 H d _ e 
fame Gan, tee : Phenylethyl Alcohol. 4.25@ 4.75 enna, powd. ..... .15@ = .28 
namie aie 12. 0@ 14.00 Phenylethyl But’rate 12.00@ 16.00 Hydrogen peroxide. .05@ .08 
innamy! Formate.. 13.00@ j Phenylethyl Formate 18.00@ i ticacsieweas .06@ .08 
2 ee) a 2.50@ 3.00 
Citronellal ........ 2.40@ 3.00 aa — 2 0@ pean gq Seles ee 
Tea. 9 OF oF  xinvexcus 2.00@ anolin, hy rous es ‘ 22 
Citronellol -....... 2.25@ 275  phenylethyi Val’rate 16.00@ anhydrous ...... 20@ 2a 
Citronellyl Acetate.. 3.75@ y 
Coumarin 3.50@ Phenylpropyl Acet.. 8.00@ 11.00 Lavender flowers .. .24@_ .55 
Camiaie Aldehyde. 62.00@ Phenylpropyl Alec’hol 6.00@ 12.00 Magnesium, Carbon- 
i ae ae Phenylpropyl Alde- ate . 06%@ .07% 
Diet tne = 36  /eereee 8.00@ 12.00 ia 19@ 5 
.... 220 37 : Stearate ........ 2 
Dimeth ] Rhodinol coceccesces 8.00@ 20.00 I .0214@ .03 
Anthranilate .... 6.25@ 7.00 Safrol ............ .32@ .36 Musk, ounce ...... 15.00@ 25.00 
Dimethyl Hydroqui Santalyl Acetate .. 22.50@ Oils, vegetable (See Soap fee ) 
GE: a csassiveess 3.75@ 5.00 Skatol, C. P...(oz.) 7.00@ 10.00  Olibanum, tears ... 13@_ ~——-.30 
Dimethylphthalate 50@  .60 Styralyl Acetate .. 20.00@ siftings ......... 08@ .13 
Diphenyimethane 1.75@ 2.45 Styralyl Alcohol .. 20.00@ Orange flower water, 
Jiphenyloxide ..... 1.20@ Terpineol, C. P..... 36@ «40 OED. Kistridecadds 1.50@ 
Ethyl Acetate ..... 30@ = .50 Terpinyl Acetate .. -20@ 1.15 Orange flowers .... .30@ -90 
Ethyl Anthranilate. 5.50@ 6.00 (io. are T .35@ Orris root, powd. .. 20@ «75 
Ethyl Benzoate .... 1.20@ FROUNOE) Sceceuneuxs 1.90@ 2.75 Paraffin ........... 04%@ .07 
Ethyl Butyrate aca 1.00@ Vanillin (clove oil). 4.65@ 5.50 Patchouli leaves ... 16@ .20 
Ethyl Cinnamate 4.50@ (guaiacol) ...... 4.40@ 5.00 Petrolatum, white... .07@ 11 
Ethyl Formate 1.00@ 1.25 Vetiveryl Acetate .. 21.00@ 25.00 . | ets .16@ .20 
mae ha me roag 1.40@ 2.50 Violet Ketone Alpha 5.00@ 10.00 Potassium, Carbonate .13@ _  .16 
yl Salicylate ... 1.15@ 2.50 PN Cas genaweeks 5.50@ 8.00 Hydroxide ...... 071 
Ethyl Vanillin .... 15.00@ 20.00 Methyl _........... 5.25@ 8.00 Quince seed a 1.00 
cucalyptol ........ 6 . love Vare thy Mieka : y 
Seana . 9 600 : 4 Yara Yara (methyl . Jin Reseda flowers .... 1.50@ 1.65 
fo a ester) ....-..+e. 1.50@ 1.75 Rhubarb root, powd 28@ ~=.50 
Geraniol, dom. .... 2.00@ 6.00 BEANS Rice starch .. F . 12@ 15 
Geranyl Acetate ... 2.90@ 4.00 Seen” Base leaves. red... 1.46 175 
Geranyl Butyrate .. 6.00@ 8.00 Tonka Beans, Para. 1.15@ 1.40 ose leaves, red... 1.40@ 1.75 
Geranyl Formate .. 5.00@ _ 7.00 Angostura ...... 2.40@ 2.50 ose water, gal. ... 1.25@ 
, @ 7 a a ; i 
Heliotropin, dom. .. 2.10@ _ 2.40 Vanilla Beans Salicylic acid ...... 40@ = 45 
foreign ......... 2.50@ Mexican, whole 3.00@4.50 Sandalwood, chips.. 45@ .50 
Hydratropic Al’hyde 25.00@ 27.50 Mexican, cut .... 2.50@ 2.75 Saponin Se as + 1.75@ oo 
Hydroxycitronellal . 3.60@ 10.00 Bourbon, whole .. 1.00@ 1.25 Soap, neutral white .19@ | 28 
Indol, C. P (oz.) 2.25@ 5.00 South American.. 2.00@ 2.50 a ee ‘ane 02 a% 
oe Fe cect) 22 5. osphate, tri-basi ; 
Iso-borneol ........ 2.30@ SUNDRIES AND DRUGS —_ ...... a. oa 
ph ot —— 1be 3.25 ARGO ic ct cexese 11@ 15 —— wikbanh aa aaers 40@ 3.25 
so- j - 2.75@ 90-pf. ge 2% @4.291 S ecip .... 17 2 
Iso-buty] Balicyiate.. 2.000 6.00 scone), 100pf. gal..4. 18 Oss "= ay, pReep no = 
. : OV v Almond meal ...... .21@ 7 Tartaric ac 7 
Iso-eugenol Seta 3.50@ 4.50 ‘ artaric acid ...... 27@ _ .30 
—... i. Alum, potash ..... .08%@ .038% Titanium oxide .... .22@ _ .25 
final «2... 490g ag5 Aluminum chloride. 10 vom,  Pragacanth, No i:- 120@ 1.50 
Linalvl Acetate 90% 2°50 ant : eee Set . Triethanolamine ... .45@ 50 
sinaly e IU" 50@ 2.75 Balsam, Copaiba ... .38@ .40 cons . ; 
Linalyl Benzoate .. 10.50@ Peru ..... 1.30@ 1.50 Veniceturpentine,gal. .30@ 
Linalyl Formate ... 10.00@ 12.00 Tol... oc cccccs 80@ 1.10 Vetivert root ...... 30@ - 
Menthol, Japan .... 3.00@ 3.85 Fir, Canada, gal.. 9.00@ 12.00 Violet flowers ..... 95@ 1.15 
Svnthetic ........ 2.25@ 3.00 CR “iced 1.25@ 1.50 Zine Peroxide ..... 1.10@ 1.75 
Methvl Aceto- Beeswax, white .... 40@ 45 CRN ane cawenee se 13%@ 15 
phenone ........ 2.20@ 3.00 IEE Saesa Gres .24@ 30 Stearate ........ .21@ .28 
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New York Market Report 


HERE has been a continuation of the gain in busi- 

ness noted in our reviews of the last few months 
during the interval since our last one. Buyers are taking 
on essential oils in fairly good volume and at regular 
intervals and the market as a whole seems to be active 
enough to give some satisfaction to sellers. It is true, 
however, that prices on most of the business being done 
are too low to be very profitable for the sellers when 
compared with replacement costs. It is understood that 
the relationship between selling prices and replacements 
will be corrected in the code of the essential oil indus- 
try, when and if one is finally approved. However, 
until that happens it is unlikely that the present con- 
dition, which is far from satisfactory, will be corrected. 

Prices have not moved very sharply during the last 
month. Since the temporary stabilization of the price 
of gold, exchanges have ceased to fluctuate as wildly as 
was the case before that happened. In addition there 
has been some question of the stability of franc ex- 
change in which many essential oil transactions are 
carried on. The result has been that the rapid advance 
in import costs has been checked and in one or two in- 
stances, there have even been recessions in quotations 
for shipment. Spot prices could advance to some ex- 
tent even should there be no advance in import prices, 
but thus far this has been a slow and tedious process 
with eagerness on the part of many for business inter- 
fering materially in the stability of the market. 

Floral oils remains steady to firm. There has been 
but a moderate business in them at the advanced prices 
and only the apparent shortage of jasmin and lavender 
have stimulated business in these items. Higher levels 
are predicted for later in the season, but just how sharp 
advances would affect the demand is a question. Other 
items are neglected although routine business at steady 
prices is reported. 

The domestic group continues steady with the coun- 
try apparently a little firmer at the moment in its 
price ideas on peppermint and spearmint. There has 
been some moderate buying locally but nothing in the 
way of large orders. Sassafras is steady. 'Wormseed 
is beginning to feel the effects of the normal spring 
demand and is steadier. Wormwood is unchanged. 


Citrus oils are under moderate inquiry but can hardly 
be expected to be really active for another six or eight 
weeks. Demand is limited to manufacturing trade and 
extract business. The bottlers are not yet in the market. 
Bergamot is firmer on spot and reported firmer for 
shipment. There is still too much available to permit 
any sharp advance in prices, however. 

Seed and spice oils remain without material change. 
Business in the raw materials has picked up a bit with a 
firming effect upon prices, but the oils have not changed 
materially nor are they generally expected to do so. 


Soap makers’ oils are in steady request with some 
fairly good sized parcels of citronella changing hands 
at firm prices. Geranium continues strong both locally 
and for replacement, and it is believed that levels will 
be still higher before new crop oil brings any real relief. 
There has been some inquiry and reports indicate that 
the little left is rapidly going into consumers’ hands 
or into the hands of those who are well aware of the 
value of the oil at the moment. 
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Synthetics and Derivatives 


ieee has not been a great deal of heavy purchasing, 
but the inquiry for synthetics has followed that for 
essential oils in indicating that Spring business will be 
better than was generally anticipated a few months 
ago. Buyers in various industries are preparing for 
excellent business later on and will have to come into 
the market for raw materials, including aromatics, for 
none of them has stock on hand sufficient for any sub- 
stantial campaign of manufacturing. In fact, stocks 
in consumers’ hands are lower than they have ever been 
and increases in business are sure to be reflected in the 
market promptly on this account. 

There has been practically no change of importance 
in prices during the last month. One or two of the 
derivatives have shown strength based on firmness or 
strength in the raw materials. Among these might be 
mentioned geraniol, rhodinol, citronellol and a few 
others. Actual advances in prices, however, have been 
very few. 

Makers of soaps have been in the market for items 
going particularly to this industry and the same is true 
of manufacturers of household insecticides who are 
anticipating the greatest season they have ever had. 
The popularity of these depends heavily upon the mask- 
ing of disagreeable odors in the active ingredients and 
the vehicles and this trade is taking larger quantities 
of aromatic products each year. 

It is believed in most directions that the next two 
months will see a large volume of business done by 
manufacturing consumers and hence by this industry. 
Following a long period of slackness and declining prices, 
such a development will be welcomed heartily by pro- 
ducers and should result in firmer prices. 





Coast Soap Makers Elect Merrill 


The Pacific Coast Soap Manufacturers Association 
elected F. H. Merrill, of the Los Angeles Soap Co., Los 
Angeles Calif., president at its annual meeting in the 
Palace hotel, San Francisco, February 5. Mr. Merrill 
also is a member of the board of directors of the Asso- 
ciation of American Soap and Glycerine Producers and 
of the National Soap Code Authority. Other officers 
elected at the meeting were: 

First vice-president, Albert Haas, Newell-Gutradt 
Co., San Francisco; second vice-president, M. Mitchell, 
Nassour Brothers, Inc., Los Angeles; third vice-presi- 
dent, F. J. Zorn, North Coast Soap & Chemical Works, 
Seattle, Wash.; and secretary-treasurer, D. E. O’Brien, 
Pacific Soap Co., Ltd., Los Angeles. 





New Jersey Alcohol Bill Fought 


An alcohol control measure has been introduced in 
the New Jersey State Assembly. This measure is in- 
tended to control the traffic in intoxicating liquors, 
but it contains a provision which authorizes the regula- 
tion of denatured alcohol, alcoholic mixtures or com- 
positions, and articles of commerce containing alcohol 
which are unfit for use as beverages. It gives the Com- 
missioner power to investigate and prepare rules and 
regulations with respect to sale, distribution, etc., of 
such products, and thereby directly affects the perfume 
and cosmetic industry. 
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Soap Industry to Meet 


HE Code Authority of the Soap and Glycerine 

Manufacturing Industry urges all soap and glycerine 
manufacturers in the United States to attend a general 
meeting of the industry to be held in the Blackstone 
hotel, Chicago, April 5. The main purpose of the meet- 
ing is to discuss future steps under the N.R.A. in view 
of the present movement for decreased hours and in- 
creased wages. 

Roscoe C. Edlund, executive secretary of the Associa- 
tion of American Soap & Glycerine Producers, Inc., has 
reported to members the results of a survey of employ- 
ment comparisons between July, 1933, and January, 
1934. The report, in part, follows: 

The number of employees in the soap manufacturing 
industry is above normal. For nine months past, be- 
ginning with July, 1933, the number employed has 
been from 7 to 16 per cent above 1926. It has been 
from 15 to 25 per cent above the lowest level of em- 
ployment in the industry which was reached in the 
Summer of 1932. These are U. S. Bureau of Labor 
figures, confirmed by statistics gathered by the Code 
Authority of the industry. 

According to these returns, including both factory 
and office workers, average actual working hours per 
week were reduced from 43.6 in July to 38.3 in Jan- 
uary. Doubtless before the depression actual working 
hours in the industry averaged well above 50 and per- 
haps nearly as high as 54 per week. 

The reduction in working hours added, of course, 
to the number of employees. Offsetting this, however, 
was a sharp decline in production. The Code Authority 
does not have production statistics for the 176 com- 
panies, but it did secure figures for the same two weeks 
from all companies directly represented on the Code 
Authority and covering more than 80 per cent of the 
tonnage produced in the industry. This large cross- 
section showed production in the typical week in Jan- 
uary more than 14 per cent less than production by the 
same companies in the typical week in July. This 
substantial reduction in tonnage is reflected in part by 
the reduced man hours reported by the 176 companies, 
the totals being 719,878 for the week of July 10 and 
670,007 for the week of January 8, a reduction of 
6.9 per cent. 

Despite these reductions, the number of employees 
reported by the 176 companies increased from 16,511 
to 17,514, a gain of 6.1 per cent. Simultaneously under 
the code wages per hour went up. The average in- 
crease shown is from 49.1 cents per hour to 57.2 cents, 
a substantial rise of 16.5 per cent. Despite reduced 
working hours, the average wage per week also increased 
from $21.41 per week to $21.90, an increase of 2.3 
per cent. 
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Trade in Soap Preparations 


HE United States foreign trade in toilet soaps and 

shaving soaps and preparations, domestic produc- 
tion of which averages over $67,000,000 a year, de- 
creased during 1933, according to the Department of 
Commerce. Our 1933 foreign sales of $1,080,000, 
however, were only 7 per cent less than during 1932, 
while our purchases declined 25 per cent. The com- 
posite imports for 1932 and 1933 were considerably less 
than half of our foreign sales. 

This trade for the past 11 years shows that imports 
of castile, toilet, and other soaps reached a peak during 
1929, when purchases amounted to $1,257,000, and 
gradually declined to one-third that sum during 1933. 
Italy and Spain supply the bulk of our castile soap im- 
ports. France sells us about one-half of our toilet soap 
imports, followed by the United Kingdom and Germany. 

During 1932, the latest year for which detailed sta- 
tistics have been recapitulated by countries, 18 different 
countries purchased the bulk of our exported soap and 
shaving preparations, which amounted to $1,163,000 
and was divided as follows: toilet or fancy soaps $708,- 
000, medicated soaps $189,000, shaving creams $152,- 
000, and shaving sticks, powder, and other shaving 
preparations $114,000. Our best customers for these 
products are in the Far East. The Philippine Islands 
alone purchased $230,000 worth of toilet soaps and 
$18,000 worth of medicated soaps during 1932. British 
India was the next best market purchasing $84,000 
worth of toilet, $52,000 of medicated soap, and $12,000 
worth of shaving creams, powders, etc. Other good 
Far Eastern markets for the products under considera- 
tion were China $50,000, Netherland East Indies $40,- 
000, British Malaya $27,000, and Ceylon $22,000. 

After the Far East, a few Latin American countries 
that were good customers with the amounts purchased 
by each were Panama $96,000, Venezuela $43,000, Cuba 
$30,000, and the Dominican Republic $29,000. Only 
four customers in Europe imported these preparations to 
any extent. 


Rejection of Proposed Oil Tax Indicated 


Reports from Washington as we go to press indicate 
that the proposed tax of § cents per pound on coconut 
and sesame oils in the pending internal revenue bill of 
1934 may be rejected because of Presidential disapproval. 
Opposition of President Roosevelt to any steps by Con- 
gress that would upset the status quo of our commercial 
relations with the Philippine Islands was presented to 
the Senate Finance Committee on March 16 by Secre- 
tary of War Dern. The committee was scheduled to 
begin a study of the various provisions of the bill dur- 
ing the week of March 19. 
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Rancidity of Toilet Soaps* 


Discussion of Latest Developments Regarding 


the Theory of This Problem 
by Paul I. Smith 


celerates the oxidation of soaps. Of the visible spec- 

trum, the light in the yellow orange region at 
about 6,000 to 6,500 wave lengths is the 
most active, and the green between 5,000 
and 5,500 wave lengths and the far red 
the ieast active. As in the case of soaps, 
rancidity is not in direct proportion to the 
intensity of light. The decomposition of 
soaps is greatly accelerated by the combined 
effects of ultra-violet rays and a metallic 
catalyst, particularly copper. 

According to H. C. Lea (Journ. Soc. 
Chem. Ind., 1933, Vol. 52, 146 to 149), 
the protective nature of a package depends 
upon its light transmission curve, and this 
should be determined by means of a spectropho- 
tometer to insure that the most active wave lengths 
are really cut out. Certain forms of cellulose and other 
transparent wrappings do not prevent the penetration 
of ultra-violet rays, and consequently oxidation may 
take place due to exposure of the soap to light during 
storage. 

The soap during its manufacture and storage should 
be protected from the light as much as possible so as 
to minimize all chances of rancidity. It should be 
remembered that light alone will not cause rancidity 
unless oxygen is present, and the various catalysts 
mentioned previously assist the accelerating property 
of active light. 

In order to determine the effect of active light on 
the keeping properties of a particular soap it is neces- 
sary to expose the soap to ultra-violet rays or visible 
rays. It is sometimes inconvenient to expose the soap 
to artificial light or daylight for long periods of time, 
and it is therefore recommended to utilize the quartz 
lamp for this purpose. 

The short ultra-violet rays from the quartz lamp 
have a very pronounced accelerating action on rancidity, 
and it is possible to obtain very valuable data from 
laboratory experiments. According to Oskar Hagen 
(Seifensieder-Zeitung, No. 37/38, 1931) a large num- 
ber of toilet soaps develop a definite rancid odor after 
a short exposure to rays from the quartz lamp, or they 
turn brown on the side exposed to the light. Other 
soaps show no change after even 20 hours or more ex- 
posure. Numerous observations have established the 
definite fact that soaps which deteriorate quickly under 
the quartz lamp do not store well under ordinary con- 
ditions; and conversely, soaps with good keeping quali- 
ties are found to stand up well under the quartz lamp. 

Temperature plays an important part in the rancidity 
changes of soaps as increased temperature assists the 
work of accelerators. A temperature of 90° to 95° F. 
contributes appreciably to the speed of decomposition, 


IGHT, particularly ultra-violet light, greatly ac- 


* Concluded from February Issue. 
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and it is advisable to reduce the temperature of storage 

rooms below these figures, and in the case of bins con- 

taining soap flakes for milling the temperature should 
be very low. 


Preventing Rancidity in Toilet 
Soaps 


The obvious precaution is to use only 
selected high grade raw materials, and there 
is no doubt that if every care is taken to 
insure the purity of the oils and fats used 
for toilet soaps, the rewards will be in- 
creased stability of the finished soap. 

The soap should be exposed to light, 
artificial, daylight and sunlight, as little as 
possible, and the wrappers used for packing the soap 
should be able to withstand the most active light rays. 

The perfumes chosen should be stable, unaffected by 
alkalies, and containing no injurious impurities liable 
to further oxidation changes. 

The floor temperature of the storage chambers should 
be reduced so as to lessen the rate of possible oxidation. 

Copper plant should be replaced by chromium plat- 
ing or other highly resistant metal. As copper is such 
a powerful accelerator of oxidation, it is strange that 
this metal is used to the extent it is in the modern 
soap works. 

The addition of various improvers and anti-oxidants 
sometimes help to retard oxidation. 


Preventing Oxidation By Means of Additives 


A very large number of substances have been recom- 
mended from time to time for addition to the soap 
base to prevent oxidation. Most of these substances 
are reducing agents which tend to fix the oxygen, and 
so prevent the development of oxi-acids. The com- 
mon preservatives, such as sodium thiosulfate, sodium 
sulfite, sodium benzoate and borax are not always suit- 
able for addition to high grade toilet soaps owing to 
the relatively large amounts required to stabilize the 
soap, usually from 2 to 3.5%. Then again there is 
always the liability of sulfur being set free in the case 
of the sulfite and thiosulfate, and causing a rapid dis- 
coloration of the soap. 

According to Hagen, the preservative for high class 
soap must possess many qualities, e.g.: 

1. It must not change the color or perfume 
of the soap and so must give no color 
reaction with the iron-oxide combina- 
tions so frequently present in soaps. 


nN 


It must not make the soap hard or 
brittle. 
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3. It must not lower the lathering prop- 
erties. 

It must be neither volatile nor poisonous. 
It must not react with the fat-acid 
alkalies. 

6. It must be soluble in the fat or the lye. 
7. It must be sufficiently effective in small 

quantities. 
8. It should not cost more than the soap. 


— > 


The sodium salts of amino-benzene-sulfonic acids, or 
the acids themselves, have proved very effective, and 
according to U. S. Patent No. 1,869,469, about 0.2% 
is sufficient. The derivatives of polyhydric phenols 
which contain hydroxyl groups together with ethyl 
ether, prophenyl and ethyl groups are strong anti- 
oxidants. 


Some Good Anti-Oxidants 


Methylhydroxybenzoate and hexamethylenetetramine 
are both endowed with good anti-oxidant properties. 
According to Josef Augustin (Seifensieder Zeitung, 
1933, 130-131), if lecithin is combined with above 
two chemicals rancidity is very appreciably retarded. 
In his experiments he milled the soap with 5% oil 
containing lecithin, first taking the precaution to pre- 
serve the soap by the addition of 0.2% methylhydroxy- 
benzoate and 0.1‘% hexamethylenetetramine. The 
treated soap kept well for 1! years. As lecithin is 
now being used to improve toilet soap, it is useful to 
bear the above facts in mind. 

Sodium lauryl-sulfonate and sodium cholate are valu- 
able stabilizers for toilet soaps, and they exercise a very 
beneficial action on the detergent and general proper- 
ties of the soap. 

The higher esters of para-oxy-benzoic acid are recom- 
mended as effective stabilizers. 

The unsaturated dibasic acids, fumaric and maleic 
acids, and their derivatives are said to be able to inhibit 
oxidation. 

Well known antiseptic bodies prevent rancidity and 
mention may be made of thyme oil, phenol, cassia oil, 
clove oil, eucalyptus oil, rosemary oil, lavender oil, sali- 
cylic acid and salicylate, boric acid and borate, cresylic 
acid and cresylate. Lesser known antiseptic bodies are 
also useful in retarding rancidity, and mention may be 
made of phenyl, salicyl-salicylate, menthyl salicylate and 
B- naphthyl salicylate, etc. 


Examination of the Soap Base 


It is no use making inferior soap flakes into “sup- 
posed” high grade toilet soap, and that is why it is 
necessary to examine very carefully the flakes before 
milling. One of the first indications that something 
is wrong with the soap is the fall in alkali content. A 
rapid decrease in the percentage of free alkali is a sure 
indication that the soap is inferior and will not keep 
long in storage. If this condition is recognized, it is 
recommended to work the soap straight away and to 
incorporate into it some anti-oxidant. 

Color and odor will give a certain amount of informa- 
tion regarding the freshness of the soap, but a chemical 
examination of representative samples is a more accu- 
rate method of determining the soap’s general suitability 
for use as a base. 


°§ Essential Oil Review 


Manufacture of Washing and Cleansing 
Preparations 


German Pat. No. 542,443. Deutsche Hydrierwerke 
A. G. of Rodleben b. Rosslau, Anhalt. It is well known 
that the cleansing effect of washing agents, especially 
soaps, is considerably increased by combining them with 
fat-solvents; also that hydroxylated organic products 
have the property of combining in a homogeneous man- 
ner with soaps, even in the presence of water. And it 
is further known that this improved effect is to be 
attributed to the hydrogenated products of the aromatic 
phenols, since in these the solvent action is most strongly 
increased and because these phenols are sufficiently vola- 
tile without having this property in excess. These com- 
pounds have already been used largely for technical pur- 
poses, but not for the household or laundry, owing to 
the rather persistent smell. 


It has now been found that the substituted dihydro- 
dioxol, easily obtained by condensation of carbonyl 
compounds with polyvalent fatty alcohols, when com- 
bined with soaps and the like, exhibit all the properties 
of the above mentioned substituted hydroxyl hydrocar- 
bons with the exception of the smell, so that they can 
be used quite safely for ordinary household and laundry 
purposes. This is the more remarkable and unexpected, 
since polyvalent alcohols, as products containing much 
oxygen, do not possess the above-mentioned properties, 
and the addition of such substances as sugar, for in- 
stance, has quite other results. It is of course known 
that 1, 4-dioxane has good wetting properties, and forms 
a homogeneous mixture with the usual organic solvents, 
also that it dissolves fats, waxes, rubber, camphor, bor- 
neol, dyes, cellulose esters and the like, forming solu- 
tions which are very useful in the textile and other 
arts. The substituted dihydrodioxoles behave in a very 
similar manner to these, especially to the organic prod- 
ucts, but differ from the 1, 4-dioxane by their insolu- 
bility or difficult solubility in water. They are only 
soluble in water when soap, soap-like products, organic 
sulfo acids or their salts are present. But under these 
conditions they are very superior to the 1, 4-dioxane 
both in solvent and emulsifying properties. The follow- 
ing examples may be given: 


Types of Products 


1. Equal parts of 2, 2-pentamethylene-4-oxymethyl- 
dihydrodioxol and of a 30% olein potash soap are 
formed into a clear mixture, which can be diluted with 
water to any desired extent. A clear solution is obtained 
with high detergent powers, and its properties are en- 
hanced by addition of a hydrocarbon such as tetra- 
hydronaphthalin. 

2. One part of common soap is dissolved by heating 
in three parts 2, 2-(methylpentamethylene-) 4-oxyme- 
thyldihydrodioxol. This solution may also be diluted 
with water, forming a very effective washing prepara- 
tion. 

3. Five parts of a 5% Turkey red oil are mixed with 
§ parts of 2, 2-pentamethylene-4-oxymethyldihydro- 
dioxol, and three parts of fractionated (medium) ben- 
zine are added, or paraffin may be used instead of 
benzine. 
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